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NO ’ (he said) 
e 


"T don't want a good letterhead, it costs too much!" 


What do you do when the boss says a good letterhead costs 
too much? Do you yield that point .. . then go on to prove that 
a good letterhead is a valuable public relations tool well worth 
FOR THE FACTS, iil 

J ih Py its cost? No matter how convincing your arguments may be, 
o sides to your ’ : Bc the boss is one man who cannot skip lightly over anything 
that may increase costs. So respect his position. Meet his 
cost objections with facts.PProve that a good letterhead costs 
less than mailing it—less than one-tenth the stenographic 
alla ae ‘ . Be cost of typing a letter. In other words, don't let 

Neenah Fine 3 exaggerated notions of cost prevent your company from 


ess Papers. getting the kind of a letterhead it needs. 


Be NEENAH PAPER COMPANY 


A DIVISION OF KIMBERLY-CLARK CORPORATION 3 neewan WISCONSIN 
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This marvelous 2-unit “Tape-Talk” machine turns out professional type- 
sets with justified margins at substantial cost savings compared with hot 
metal composition ... offers ideal way to handle bulletins, manuals, price 
lists, booklets, directories, catalogs, direct mail literature, house organs, 
inter-office memoranda and employee communications of many kinds. 


The Friden Justowriter produces these clear, accurate typesets on 
direct image plates for duplicating machines or in form of reproduction 
proofs for lithographic printing. Fourteen different Justowriter type faces, 


sized from 8 to 14 points, are available. 





On this Justowriter Recorder (unit #1) any typist 
becomes an expert type compositor, Her usual 
typing -- without involving special positioning or 
extra time -- produces simultaneously (a) a type- 
written sheet, for visual check, and (b) punched 
paper tape with identical copy coded into the holes. 


You have been reading a Justowriter-composed message .. 


One of the ways 


Justowriter unit #2 


, the Reproducer, receives code 
tape ... “reads” it ... and automatically composes 
the original copy in clear, accurate justified- 
margin form, All kinds of copy -- straight matter, 
centered, run arounds, line leaders, tabular matter 
handled with ease at 100 words a minute. 


. note the auto- 


matically justified margins and overall pleasing appearance! Write today 


on your business 
type-composing 
Tape-Talk 


letterhead for 
Justowriter -- 
machines now 


additional 
of the 
new ground” in 


one 
“breaking 


information on the justifying 
most immediately functional 
the new world for 


business created by FRIDEN, Inc., San Leandro, California, 


FRIDEN SILVER ANNIVERSARY 1934:1959 
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Just Cele Us 


P.O.P. Advertising Can Make Dealers Happy 





The best point-of-purchase advertising in the world will not make sales 
for the brand and the retailer unless it is displayed where the consumer can 
see it and get the impact and reminder value of the message. 


voc 


With so much display material being offered, merchants are not invariably 
enthusiastic about using it. They have a limited amount of space, and there- 
fore are unable to utilize everything which manufacturers urge them to display. 


One sure-fire way of making dealers happy with p.o.p. advertising is to 
be generous and broad-minded--while at the same time Serving enlightened self- 
interest. It is to make the display sell not only the individual brand, but 
related and accessory items which the dealer has in stock, and which offer 
better opportunity for increased sales and profits. 


It isn't too hard to do this. In a drug store, for instance, a display 
for razor blades can promote shaving creams, after-shave lotions and other re- 
lated products. Ina grocery, a diSplay featuring a brand of beer can suggest 
picnic snacks and illustrate food items which fit into this category. It 
cheese is being sold primarily by the display, it can also promote cold meats 
and other products which go well with the advertised item. 


The reason dealers will go for this sort of point-of-purchase advertising 
is that it works hard for the store, not just for a single manufacturer or 
brand. Merchants are eager to sell everything in stock, and since it's impos- 
Sible to have individual displays for every one of the thousands of items on 
the shelves, a display which is broad enough to sell a whole group of related 
items will take some of the load off the retailer and make him feel that the 
manufacturer is trying to help him promote his entire store. 


It pays to add an extra or two to your display. It pays to help dealers 
solve their store display problems. When you go out of your way with displays 


like this, you can be sure of a much higher rate of acceptance by store opera- 


tors, who must pick and choose among the many displays constantly offered for 
their use. 
t 
— 
ee 
G. D. Crain Jr 
Publisher 
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How to Behave at Your Press Conference ........... 
A p.r. executive gives some practical hints to help you get 
more out of your next press conference. RENE MERLANDER 


How a Hobby Turned into a Promotion .............+.-- 31 
A collection of old-fashioned grocery store equipment 


turned into a traffic-builder for a modern supermarket. 
Morris P. ROSEN 


How to Buy a Point-of-Purchase Display ............-. 
The steps by which Bristol-Myers selected the right kind 


of unit to introduce a best-selling new product 


MARKING | Nthiaacaathina i ici cease 


selection of display units, from designers and producers 


e all over the country, to give you new ideas 


Blaisdell markers Don’t Let a Fold Stop You Cold ........... 
. Some people find it tough to produce a layout and copy for 
do the trick 7 


just because the paper has been folded 
CHINA-MARKER 


a mailing piece, jus »C 
WALTER F. KOHN 


Unsurpassed 
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and durable—adheres firr 

vivid colors 
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Printing the Big Three Mail Order Catalogs . . . 
The second in this series takes a look at the prob lems of 
Rosert B. Konrkow 


producing 150 million catalogs a year 


| 


CT MOTI 


Producing an Anniversary History . 
Here’s how Standard Insurance Co., Portland, Ore.. cele- 


brated its 50th birthday with a history of its region 
Betty AULENBACH 


DU-ALL 


MECHANICAL PENCIL 
18 How Direct Mail Reached Bank Presidents 


The Bank of America broke the image of the conservativs 
banker when it embarked on this most imaginative promo- 
tion o} recent years. KENNETH R. MAacDoNAaLp 


Space and Mail Build New Agency ... 


approach to a promotional campaign 


et 
A tongue-in-cheek 
has paid dividends. ALLEN SOMMERS 


How to Budget for Good Design . 
spend too 


+ 
OWS 2 An art director warns buyers that they can 
much money on design for best results. Stuart I. FREEMAN 
————— , 


GETHAYRES, PA ; What Color Trends Mean to Sales .... 
j the changing preferences 
and what they mean to manufacturers 


in color among 


report on 


American buyers, 
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The new S&W coffee can was adopted only after a thor- 
ough study of what buyers look for when buying coffee 
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to the key points listed here by Monsanto Chemical Co 
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SOMETHING NEW 


Y TY " ’ ‘ T T 
UNDER THE SUN 
Now, with the new Brightype 
photographic process, you attain 


the following quickly, easily and 
economically 


® Direct conversion of any letter- 
press form to film or photo paper 


* Conversion of 4-color process 
plates 


® Freedom of page makeup and 
proofing before conversion 


® Perfect duplication of finest letter- 
press halftones and complete uni- 
formity of type weight 


* Razor-sharp image which accu- 
rately retains original type design 


* Smearproof black and white 
paper proofs for art pasteup 


* Emulsion on either side of nega- 
tive or positive for direct printing to 
plate 


BRIGHTYPE PRODUCTS ARE 


Right reading positive or negative 
Wrong reading positive or negative 
Right or wrong reading paper prints 


Brightype 


complete 


Irom copy 


service also offers a 
typesetting service 
through the com 
pleted Brightype product. Orders 
a processed on an overnight 
t and delivered by ai 


ervice basi 
to your desk the next day 


be further information send 


[i Ce on betow te 


Brightype service 


401 N. COLLEGE + INDIANAPOLIS 


Please send me = samples 
and prices of Brightype 
work. I’m interested in 
deep etch offset 


engraving negatives 
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The Editors 


A Peek Inside... 


Here’s What Happens 
To Those Releases 
You Send to AR 


An interesting picture of what 
editorial office 
resulted from a recent visit to AR 
by Barbara Humphrey of The Pub- 
lic Relations Board, 
agency. She reported her observa- 
tions in the February “PRB News- 
letter,” and we thought our readers 
might be interested in what she had 
to Say 
What 
with the news releases he receives 
in the mail? Robert B. Konikow, 
managing editor of ADVERTISING 
REQt IREMENTS, let us look over his 
shoulder one day 


happens inside an 


Chicago p.r 


Here’s her report: 


does a magazine editor do 


recently to see 
what happens. In return, we let him 
air a few gripes against the release- 
senders 

Konikow receives and reads 
an average ol 425 releases a week, 


of which about 


one-quarter have 
routed to 

filed 
future 


“some value.” These are 


various department editors, 


for possible inclusion in 


Managing Editor Konikow 
1 ba 


Display typefaces in this issue 27 


Black Condensed; 43 Handlettering 
R 


t ICK 


Extended: 60 Tem 


Bernhard Modern Italic & Eve Bold; 78 
Bernhard Modern Italic; 95 


Dom Casual 6—Bernhard; 119—-R 


Bold & Cra 


Temp 
Futura Bold & ultrat 


w 


Clipbook; 87 
Studio Bold; 98 


ndo 


roundup features, or put 
the “Idea 
unusual 


away in 
Album,” a collection of 
promotion ideas that are 
printed from time to time “when we 
have enough.” One came the day we 
were there. 

Among the 43 releases in that 
morning's mail were six “personals” 
concerning personnel changes. “We 
never use these, but they're not 
completely wasted,” Konikow said 
“Sometimes I know the company o1 
the people, and I'm interested. But 
the ‘mug shots’ that come with them 
are a real waste of time and money 


for the company that sends them.” 


> Another waste form covering 
letters, sent with releases, that ex- 
press hope the release will be used 
but add nothing to make it 
valuable to AR. There four 
that morning, including one that 
was longer than the “personal” it 
Another was ad- 
that had left 
the job three years ago. (Industrial 
Marketing, AR’s 40-year-old siste: 
publication, gets mail addressed to 


more 
were 


accompanied. 


dressed to an editor 


editors no one on today’s staff eve: 
knew. ) 

Another item was a striking, two- 
color announcement of a contest fo 
producers of display material. Koni- 
kow admired it and dropped it in 
the wastebasket. “This contest closes 


two weeks after our next 


No one would have 


issue 
comes out time 
to prepare an entry, so there's no 
point in writing about it.” 

Another 
concerned a 
“Our 


column 


too-late announcement 
March 
‘Coming Conventions’ 
with April 
You can't tell me this group didn't 
know the date of the 


even if the 


convention in 
next 


Starts events 


meeting 


months ago, program 


wasn't set.” 


Then came a letter asking when 


a release sent a week earlier would 


Heavy C 

ndensed 

Clarendon: 70 sodoni Campanil 
Karnak Interm 


Radiant Medium; 103 Lydic 
Bold; 125—Temr Heav 
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THE OUTLOOK !S EXCELLENT for Advertisers! By using OUTLOOK® (window) envelopes for direct 


mail you can avoid errors in addressing and processing, save money, and promote better returns May we 
send you a memorandum outlining the advantages of this style envelope to users of the mail, and enclose a clever, 


useful, gadget which we have just designed to help you choose the Outlook envelope which will best fit your 
needs. Please write on your letterhead to the Advertising and Sales Promotion Department. 





UNITED STATES ENVELOPE COMPANY 


ust Springfield 2, Massachusetts 


hg 14 Divisions Coast to Coast 
mae @ 


April 1959 - co a | 








iD 
\ wa 


55 


PRIDE 
IS THE DIFFERENCE 


Atlantic 
Cover 


Designed for top press per- 
formance. Lies flat. Reduces 
make-ready. Non-cracking. 
Easily scored for folding. 
Surface-sized to provide 
fine finishes for offset and letter- 
press. Made in eleven sparkling 


bright white. 


\ Franchised 
EASTERN Merchant for 


samples. Or write direct. 


EASTERN 
Manifes, 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 


STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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be used. “How do we know? Except 
for our main features, which al- 
ready are scheduled through July, 
we can't tell until we make up the 
book. Then it’s a matter of what 
space we have to fill. Sometimes we 
hold material several months before 
we can fit it in.” 

Other items included material re- 
quested by Konikow for a feature 
on which he is working and a re- 
lease on a meeting the next day (he 
saved this because he planned to 


cover the meeting: otherwise, it 
would have 


basket ) 


gone into the waste- 


> The day’s biggest blunder sg 
fuzzy carbon copy of a release with 
“Exclusive to Advertising Require- 
ments” neatly typed across the top 
“Whom do they think they're kid- 
ding?” was Konikow’s remarkably 
restrained comment 

Box score for the morning mail: 
43 releases read, seven routed to de- 
partment editors, one filed in the 
“Idea Album,” four saved as pos- 
sibly useful, 31 thrown in the waste- 
basket. 

“It'll be about the same this after- 
Konikow said as he settled 
down to go to work. “But don’t get 
me wrong. We couldn't get along 


without news releases.” 


noon,” 


Getting your money's worth . . 
Some interesting statistics in a pro- 
motion piece we received the othe: 
Monarch Printing Co 
(they forgot to include a city and/or 
state with the address an error 


day from 


too frequently repeated in promo- 
tional material) 

“Practically 721 of letter post- 
age money, spent by firms, is lost 
because the envelopes are not filled 
to permissible capacity 

“The average letter weighs 2715 
of the amount allowed for a fow 
cent stamp. Approximately 88 let- 
ters per day mailed out means a 
trifle over a ton of mail per yea 

“A ton of first class postage at 
four cents an ounce amounts to $1.- 
280 

‘Unless your envelopes are filled 
to permissible weight, you are pay- 
ing at the rate of $4,654.54 per ton 
and the loss amounts to $3,374,54 
Why waste money like that? 

‘Send a 


eat h lette: 


salesman with 
Slip a folder or blotte: 
or booklet into each envelope to- 


gethe! 


silent 


with a business reply card 


‘The results will agreeably sur- 


I \ 


prise you 


Top Dogs .. If you've ever listened 
to a typical ribbon-cutting speech 
by a government official, you will 


probably enjoy, as we did, the re- 


freshing quality of the remarks of 


Sir David Eccles, Britain’s Board of 
Trade president. They constituted 
his speech when he opened the new 
closed circuit tv installation at The 
London Press Exchange Ltd., Lon- 
don advertising agency. Here's a di- 
gest of what he said: 

“Tt is very kind of you to ask me 
here today, but as you know I am in 
trade. Trade is my business, and the 
nation’s trade too, so that whenever 
anybody says that they are going to 
help push some sales, I am for it 

“Naturally, of what I 
really think about is sales abroad, 
but vou have got to have a good 
bread and butter business at home, 


course, 


have you not, otherwise you cannot 
get your business abroad. 

“Now, you fellows with television, 
vou have got a good chance. I think 
you have got a great chance be- 
cause of drama that is what tele- 
vision really comes to, it’s acting, 
it's people doing things and the 
British are so much better at doing 
things than thinking. Don't you 
think so? I think so 

“IT think that when there is action 
and there is drama you see how 
good our playwrights have always 
been, and how good our actors and 
actresses are. That is why I think 
this business of selling goods by the 
aid of drama television shorts is 
right up our street, you know, and 
ought to put us right up in front in 
the markets. But you know, you 
have got to spe nda bit of money on 
doing it 

“Well, now, I went to Canada four 
times last year. When you get there, 
what do you find? You find the 
whole place submerged in propa- 
ganda, publicity, glossy magazines 
television programs and what not 
all coming from the Seuth. All con 
ing from the United States 

“Well. now. do ou 
much effort into the selling drive ir 
Canada as_ the 


chaps put as 


Americans do? I 
rather doubt it. I think you ought to 
have a look and see whether you 
cannot [do as well | 
“Now, we in the Government 
have one thing very much in ow 
minds. You can telephone from here 
now you can telephone to you 
friends all over the world. But you 
cannot, at the moment, send them a 
television 


short on the telephone 


wire on a cable. But you will be 
able to 

“The time is coming, not so very 
far off, when you have a pipe that 
will take television across the At- 
lantic, across any sea, anywhere 
just the same as you telephone 
day. When that happens it will 
an immense change in the w 
which we can sell our goods all 
the world 


“Now, for heaven 
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PRIDE IS A CHORE. He squeaks. Prefers baseball. In time his music 


will be important too. Pride needs time. And understanding. Pride. The inner 


balance that makes a man excel. Proud printers feel it. And, in their choice 


of fine papers, express it often. 


EASTERN 
Manite;, 


“ a 
AD Cover - Bond - Opaque - Offset Ledger - Mimeo - Duplicator - Translucent At lant ic 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 


Basis 80 pounds 


Printed Offset on Atiantic Opaque « 
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Short Rations for the New Partner 


technically ready for that. The en- 
gineers will produce the cables. 
They will produce the pipe across 
the Atlantic for television. But will 
our people here, 
ready for them? 


making shorts, be 


“Now, if you tell me that that is 
part of your work, well I am with 
you. I am with you 100 and will 
give you all the backing we can. So, 
please, may I say good luck to 
everyone who is using this medium, 
and don’t forget that acting, drama, 
is a very strong suit with the Brit- 
ish, and we ought to be top dogs on 
that. Now you see tnat this comes 
about will you? 

With a pep talk like that, it ap- 
pears that Sir David Eccles, himself, 
might easily be a “top dog” tv per- 


sonality if given a chances 


Eye Catcher . . Getting attention 
on a newsstand is a constant prob- 
lem for publications which use this 
utlet. All types of gimmicks have 
been used by publishers to fight the 
battle for attention 
We were especially intrigued by 
technique used for Popular Me- 
cs “1959 Cars Fact Book.” The 
ver Was a montage of new Cal 
nodels in silhouette, using a variety 
colors including four hues of 
yrescent inks 
uorescent inks, of course, have 
ed for magazine covers fo1 


1 
Popular 


irst to use this device, with a 


years Science was 
1953 cover showing an atom bomb 
explosion scene. McCall's, Look and 
Mods r? 
users of fluorescent inks for covers 
AR, we believe, was the first busi- 


Scree? were also earlie! 


ness publication to carry a flueres- 


cent ink cover (March 1954). 


But the Popular Mechanics’ fact 
book presents evidence of the im- 
proved quality of today’s fluorescent 
inks. The reproduction is superb 
Four Day-Glo daylight fluorescent 
colors were used. 

The fluorescent ink covers were 
printed letterpress by Popular Me- 
chanics Press at a speed of 2,500 im- 
pressions per hour, using 90 lb. West 
Virginia Westvaco 
and conventional 


Enamel stock 
plates. Drying 
time was about the same as for con- 
ventional inks. 

Printing production manager Lyle 
R. Howard reported that the Day- 
Glo inks “worked very well 


good as or even better than con- 
ventional inks.” Such a testimonial 
is fact enough that fluorescent colors 
deserve additional 


from admen 


consideration 


> The old problem used to be the 
VIP with drink in hand. Now it’s 
apple pie! Photographers are always 
coming up with banquet-type pub- 
lic ity pictures showing the guest 
of honor holding firmly onto a tall, 
liquid-filled glass. Not as much of a 
problem as it once was, but there 
are still some publications 
have rules against use of 
tures 

But Ross-Reisman-Naidich Inc., 
Los Angeles, presented a new 
problem for editors’ consideration 
Should the guest of honor be shown 
receiving the smallest piece of pie? 
Take a look at the cut above and 
make your own decision. Frankly, 
we don’t blame Mr. Naidich for 
looking so disgusted. Just look at 
how he was short-changed on pie 
by the senior partners! 44 


PROGRESS 


ENSITIVE 


RE 


IDEA NO. 149 
Sales-Stimulatin’ Sticker 


Even the nplest printed piece can 
become a “standout,’” result-wise, 
by using modern, moistureless 
Kleen-Stik. Here’s one that 
National Cleaners Chemical Mig. 
Co., Chicago, uses to remind cus- 
tomers to phone for rush service 
Art Saltz, National’s “peppery” 
Sales Manager, had his agency, 
Burlingame-Grossman., design 
this bold reminder. Thanks to 
Kleen-Stik’s easy peel-an’-pre 

application, salesmen can place one 
near every customer’s phone—on 
desk-top, stockroom wall, or othe 
handy spot. Simpk . but it stim 
ulates extra sales! Larry Berland. 
of Berland Printing Service. 
Chicago, gets the nod for a neat 
print job 


eS ae let La 
STENCH me Shy 


IDEA NO, 15 


Kleen-Stik Sells Everything— 


I iding the kitchen sink! When 
Youngstown Kitchens Division of 
American-Standard, Salem, Ohio 
vanted to stress the many advan 
tages of their new Servi-Centersink 
unit, they designed this ‘ 11 
x 15) label to go ht on the produ 
Attractively litho’d in three color 
on Kleen-Stik 800-\. it) plainly 
how gadget li 

£ Atte in 
tallation, it AT ! 

Mer. Frank Kautzmann 

worke with Bill Matthews, Sales 

Mer. for Great Lakes Lithograph 


Co. oO leveland 


{ 


produce this 
clive silent salesman 


Your sales won't sink if you 


get “in the swim” with versa- 
tile, long-lasting Kleen-Stik 
displays. See yvour regular 
printer, lithographer, or sith 
screener for ideas...or write for 
our free ldea-of-the-Month” 


service, 


kleen-sti 


7300 West Wilson Avenue 
Chicago 31, Illinois 
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for LOW COST 
LONG LIFE 
PROMOTIONS 


Ta Se 
IDEAL FOR mi 


HOME YOUR 
OFFICE Wat a 
SHOP 
AUTO 


Attractive as they 
are useful . . . these 
handy little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
less — leakproof — grease- 
less — odorless — they’re 
tops with both men and 
women. 

The clear, clean plastic dis- 


service oil, perfect for hundreds 

of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure. 
It’s a low-cost, sure-fire promotion! 


penser contains highest quality 4 


LUB-A-KIT 


with your IMPRINT IN GOLD 





Three famous specialized lubricants in a 
handy reusable plastic case. YOUR IM 
PRINT in gold on cover. LUB-A-KIT is 
nationally advertised at $1.00, but it's 
available in quantity at amazing low cost 
A practical, attractive gift or self-liquidat- 
ing premium. 


LUB-A-PAK 


with YOUR NAME IMPRINTED 





Another reusable pocket-size 
es bigest tes 
ubricants. 
endless uses indoors and out. 
Case available in assorted 


colors. A quality gift at 
lowest price! 


_— 


We'll also package your oil if you desire 
Write for complete information and prices. 


gid haart ticket 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTs will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 


No material will be returned unless specifically requested, 















and accompanied by 


Miniature Poster Display 
Fits Agency Requirements 


When we planned a display in oun 
newly decorated office, we decided 
it would have to 


® tell our visitors quickly who ow 
accounts were 


® the type of work we did 


® supplement the changing ar- 
bulletin boards 

The solution, which filled the bill 
on all three counts, was miniature 
outdoo1 posters on little portable 
stands such as those used by model 


railroaders 


rangements of ou 


These portable display 
stands were good for showing ou 
clients’ advertisements, and portions 
of printed material we have pro- 
duced for these clients. 

In order to achieve that feeling of 
split-second impact necessary to 
outdoor advertising, we used signa- 
tures of clients on multi-color liter- 
ature. The arranged 
across the front reception counter 


posters are 


so that visitors catch much the same 
impression they would on a high- 
way. The exception to this arrange- 
ment is the addition of a revolving 
turntable for four featured clients. 
The idea has attracted much fa- 
vorable comment from our clients 
when visiting us, and on one occa- 
sion, it inspired the use of outside 
advertising by a client who had not 
previously thought of this medium. 
This, of course, resulted in a sub- 
stantial order. 
RALPH S. BING 
Ralph Bing Co., Cleveland 


Duplicate Index Devised 
Through Microfilming 


Needing a duplicate art file index, 
we discussed the possibilities of 
either statting or using original 
proofs until the full realization of 
the costs in both time and money 
hit us. 

Our inexpensive and very ade- 


return postage. 





7 


quate solution came when we delved 
into the possibilities of Recorda, the 
Eastman Kodak microfilming serv- 
ices 

Using this method we had the 
entire art index (more than 1,000 
pieces) microfilmed in one day. This 
was placed on less than 50 feet of 
16mm film, then made into 82x11” 
prints of each page. These were 
easily punched and inserted into art 
reference manuals for use. Total cost 
was less than $35 

Cart B. ANDERSON 

Manager merchandising & mar- 

ket research, Crawford Door Co., 

Detroit 


Triangle Aids Spacing 
Of Small Copy Blocks 


Many times in the preparation of 
artwork for dummies and _ offset 
work, I have found the proper posi- 
tioning of small copy blocks re- 
quiring equal white spacing a 
troublesome task. 

The one method that I find quite 
helpful is as follows: Set the para- 
graphs of copy in their proper se- 
quence temporarily. Then take a 
dark colored (translucent, of course) 
triangle and place it partially over 
the copy, allowing a finger grip to 
stick out. 

Then, with my eyes partially 
closed, I can see a pronounced dif- 
ference in values, as both the text 
and the space between assume areas 
of tone; the text dark and the space 
light. Thus it is much easier to ap- 
proximate the area distance be- 








FAMOUS LAST WORDS (No. 7) 


WANT TO EMPHASIZE THIS, THIS, THIS” 


When an exhibit tries to tell everything, 
it often tells nothing! 


For maximum impact, your exhibit should have a 
single dominant theme, with other elements playing 
a secondary but related role—just like any good story. 

If your exhibit is crammed with many ideas, each 
treated with equal importance, the chances are you'll 
do justice to none. Part of our service at GRS&W is 
helping the client develop a theme and formulate the 
story he wishes to tell. 


Then by using effective design, and a combination 
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of arresting colors, dramatic lighting effects, sound, 
motion, and other selling forces, we bring the sales 
story vividly to life in the form of an imaginative 
sales producing exhibit. 

If you want better ideas, better visualization of your 
sales story through exhibits, we suggest you call us. 
An experienced, creative-minded GRS&W account 
executive will be happy to discuss your exhibit prob- 
lem with you. 


DID YOU KNOW .... that now you can really “sound off” at Trade Shows by using a unique 
GRS&W Controlled Sound System which limits the sound-carry to the confines of the booth. 


Cc. Fe &e 


exhibits and 
os, displays 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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Our inexpensive and very ade- 
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me 


. ... Monotype is 
the solution... 








W.. consider the typographical appearance of our printed advertisements very important,” says 


Frank E. Powers, Director of Typography, J. Walter Thompson Company. He adds, “Naturally we 


insist on the best typography possible 


First, we select type of fine design, having qualities of good visibility and sustained readability. Type 
must be of the proper tone and depth to print well. It should look right in combination with the art 


the headline and logotype. It should be ippropriate to the product and suitable to the 


iudience 
Of course, Monotype often provides the solution 
Vi t insist on the bes typograpl 
rite for St ) the ne M s 
Californian, ¢ Clarendon ¢ fi Book 
Wr king features of Monotype 
LANSTON MONOTYPE COMPANY 
(i|m) A DIV N OF LANSTON INDUSTRIES, INC 24th & L st Streets, Philadelphia |, Po 
\e) 








Bundscho Can Do 


Here Type Can B SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago ! 
€ 
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Ment. 2NUS WIS Mmucn easier to ap- 
proximate the area distance be- 


tween. After this has keen done to 
the satisfaction of the eye, a pair of 
dividers can be used to get it exact. 
By placing a mark on the copy and 
an adjacent one on the mount, the 
copy is ready for squaring-up with a 
T-square. 

To check positioning on a page 
that is already completed, use the 
same method on a frosted acetate 
overlay. 

ARTHUR W. SMITH SR 

Phillipsburg, N.J 


Inking Template Method 
Gives Fast, Neat Results 


The problem of inking template 
drawn shapes—such as an ellipse 
or other special shapes can take 
considerable time. 

One method of overcoming this 
with fast, neat results, I found, is to 
remove the pen cartridge from the 
LeRoy lettering pen holder and fol- 
low the template as you would a 
pencil. 

The template must be elevated 
slightly from the drawing, however, 
to keep from smearing or running 
This may be done by placing the 
template shape over the hole in a 
triangle to keep the template clear 
of the drawing. 

R. K. PEALSTROM 

Westinghouse Air Brake Co., Wil- 


merding, Pa. 


Photo Alining Easier 
With Acetate Template 


In order to keep crop marks uni- 
form on mechanicals, I used to find 
myself constantly reaching for a 


compass, setting a radius, swingi 





four arcs, re-setting the radius, and 


then swinging four more ares be- 


fore inking the crops 





Now, I save time and motion with 
an acetate template I prepared. With 
a scored right-angle for alining with 
the corner of the mechanical, and 
four cut-out points through which 
I can mark the limits of the crop, 
it's downright easy to keep crop 
marks uniform 

ZYGMOND KUupPIs 


N. Wilmington, Mass 
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READERS 





On Disneyland Track 
e | with great interest 
your article on Disneyland’s Vaca- 
tionland, in the January AR. 

This interest springs from the fact 
that Walt Disney’s conclusions back 


have read 


up a selling argument I have been 
using for some 15 years. During the 
summer months, I publish 16 issues 
of Pikes Peak or Bust, which are 
distributed to tourists through ho- 
tels, motels, information booths, and 
so on 

In selling advertising in this pub- 
lication, I tell my prospects that our 
visitors do not read the daily news- 
papers, do not listen to 
watch television, and are not inter- 
folders that 


radios or 
ested in the dozens of 
are offered to him. 
GIFFoRD GILLASPY 
Colorado Springs, Colo 


Hail and Farewell 


e This is just a quick note to com- 
pliment you on your February is- 


sue. Your coverage of direct mail 
is, as usual, excellent. I think you 
are providing more specific “how 


to” articles on direct mail than any 
other publication in the _ field. 
Thanks for DMAA, 
and to the industry in general 
ARTHUR E. BURDGE 
President, Direct Mail Advertis- 
ing Assn. New York 


your help to 


(Thanks for your kind words. May 
we take this occasion, as Art Burdge 
leaves the DMAA, to thank him, on 
for all his help in the past, 


our part, tor 


ind to wish him every success im 


it Ed ) 


1 
he works 


Look Thou to the Ant 


e I read your article “How to Get 


Attention at a Trade Show” (AR 
January) with a great deal of in- 
terest. Mr. Cossman is to be con- 


gratulated upon his ingenuity in 


making a success out of what easily 


could have proved to be a lemon 


Our firm attends many trade shows, 
and I am always on the lookout fon 


new ideas to increase the traffic 
at our booth. Your article has en- 
gendered many “gimmicks” I hope 


to make use of in the future 





I am one of the nobody, but no- 
body in the East who had eve 
heard of ant farms. I now have 


heard of them through your inter- 

esting article, but for the life of me 

I cannot figure out what an ant farm 

is. Would you please enlighten me? 

A.B 

Advertising Manager, 
Mfg Co.. Brooklyn 


CHUSID 
Murray 


(See, an ant farm is a place where 


you grow where you keep 


; Oh, look at the pic- 


where you 


ture. The one im the middle is the 
ant farm... Ed.) 

A Vote for Art Shows 

@ The article in the January issue, 


“What's Wrong With 
Shows?” by Stuart 
feeling of 
felt by so 
contemporaries in the graphic arts 
field, including myself, and so I am 
compelled to 
Mr. Freeman first 
step must be to subject the claims 
.toabi utally 


assume he 


Art Directors 
Freeman, ex- 
presses a uncertainty 


which is many of ow 


answer it 


Says ” oul 


made for the shows 
analytic scrutiny.” I 
that the 
purports to 
the 


This is not the case 


means work exhibited 


show the solu- 


pertect 
tions to advertisers’ problems 

The work exhibited has been se- 
lected by competent designers and 
art directors who are searching fo! 
originality and creative thinking ap- 
plied to the every day problems ol 
advertising and visual communica- 
tion. No member of any jury would 
claim greatness for every piece se- 
lected but he readily 


that, all together, these pieces rep- 


would admit 


resent the best creative effort from 
the material submitted to his judg- 


© 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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The Answer to 
Every Artist’s 


Prayer! 
Amazing New 


DRY-STIK 


DRY RUBBER CEMENT 


In Revolutionary STICK Form! 






Psy EAN ory |: 


Completely 
Replaces 





1 
yor) cemen 
‘‘Rub it on 


DRY— 


Makes Paper 


STICK!” 


“GOODBYE” to 


messy, 


old-fash- 


ioned jars, brushes, and time-con- 


suming methods of 


pasting down 
type, art, stats, ete.! DRY-STIK - 


new wonder adhesive — does the 


job quick and easy. Instantly sticks 
paper to cardboard, 


plastic, 
without waiting! 


ete, 
DRY-STIK saves time by treating 
only one surface . . eliminates 
waste because it can’t spill, spoil or 
dry out. A single stick pastes more 
than a quart of liquid cement, at 
less than half the cost! 


®@ Non flammabl-« 


non-toxic, odorless 
@ Needs no thinners Waterproof 
@ Will not shrink, curl, stain. or dis 

color paper 
@ Sticks right to edge without oozing 
Temporary GET DRY STIK 
“Tacking”’ at ALL Leading Art 
Rub on oRY-sTIK, Supply or Stationery 
smooth paper light- Stores — or send 
ly in place. Slides $1.00 for 
easily around until . ° 
ready for perma- SPECIAL 
nent mounting. Easy TRIAL 
to peel off, replace. OFFER! 
9 


eee 2 \ot e $] 
ounting por? ; 


Apply DRY-STIK as 


above. Rub firmly (Dozen only $5 30) 
with red plastic tip. 

Forms bond strong- SATISFACTION 

er than the paper! GUARANTEED 


DEALER INQUIRIES INVITED 


MAIL THIS COUPON TODAY! 


DRY-STIK CO. — DEPT. AR-2 : 
4356 N. Kedvale, Chicago 41, Hil. : 
Enclosed is $ . RUSH Postpaid : 
bars DRY-STIK @ 2 for $1.00, 


12 for : 
$5.30 i 


Name 


Company Name 
Address 
City 


State 











180 North Wabash Ave 


* RAnd 
© 


olph 6-7292 * Chicago 1 
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00 
SHOULD 
SEE 
ME 
iN oe 
TRUCOLOR 


GOES MEANS 
PICTURE 
BUSINESS 


yet Effective 

Add COLOR to your 

P.O.P. DISPLAYS—CATALOGUE and 
BROCHURE COVERS 

SALES PROMOTIONS 


Over 10,000 GOES TRUCOLOR prints to 
choose from 

SCENICS + GIRLS * OUTDOORS »* 
CHILDREN * SPORTS * ANIMALS 


Inexpensive 


Ready for mounting or over-printing 
Sizes 3 x 4 to 22 x 28 
Priced at far less than the cost of original 


artwork alone in average quantities 

And, we'll prove it! 
WRITE TODAY FOR THE TRUCOLOR 
CATALOGUE AND PRICE LIST 
They’re FREE. Write today on your 
business letterhead 


GOES MEANS BUSINESS 


GOES can help you with 
the greatest selection of 


BORDERED BLANK CERTIFICATES 


Designed for today 
Produced in 2 and 3 colors 
Ready for your over-print 


GOES brings you craftsmanship 
at a price to 


BUILD YOUR PROFIT 
Warranty 


Coupon Offer 
GOES CAN Limited Time Offer 
Award | 










Employee 
Pani on sheet | 
Charity Drive ‘4 
Gift Certificate \ 
Policy Statement 











“IDEAS? SAMPLES? 
They’re available on 


: request. Write Today 


LITHOGRAPHING CO, 


42 W. 61st STREET, CHICAGO 21, ILLINOIS 
53 PARK PLACE, NEW YORK 7, NEW YORK 





ment. Most jurors are unhappy that 


there is good work being 


not more 

done. 
The 

of the 


ideas 


art director designer is one 
prime suppliers of creative 
not just with design and art 


but in the imaginative use of color, 


paper and the reproduction proc- 
esses. He is trained to go beyond 
the “idea stage” and with imagina- 


tion to create fresh and new visual 


concepts from even the _ oldest 


“ideas.” 


>» As president of the Art Directors 
Club of Chicago, I made a statement 
in the 1955 Poster Annual which I 
truly believe applies to all creative 
work in advertising: “The chief vir- 
tue of exhibitions is, of course, in 
the exchange of ideas and methods. 
While recognition of excellent work 
is, to be sure, important in encour- 
aging individual and_ professional 
significant is the 
stimulation toward wider acceptance 


progress, more 
of creative approaches to communi- 
cation.” 

I have always maintained that the 
art directors not the 
public but for the professional in 
advertising and the graphic arts. It 
is a workshop where he can come 
for inspiration 
where creativity 


show is for 


and __ stimulation, 
its just re- 


wards and where the creative per- 


reaps 


son can be judged and recognized 
by his peers. The truest statement 
made by Mr. Freeman was that 
these shows exhibit the best of the 
year in a very narrow sense of the 
phrase. This is as it should be! 

Without exhibitions where would 
we become familiar with the work 
of the great designers of today? And 
by what other means can the aspir- 
ing student climb to his place in 
the sun? 


>’ An article such as Mr. Freeman’s 
of course should appear in ApvEr- 
TISING REQUIREMENTS. It is unfor- 
tunate that a few people ignore the 
importance, the necessity, of ex- 
hibitions and continue to give their 
clients the worn-out cliches of ad- 
vertising. But let's cheer for the 
majority who not only support them, 
but who are multiplying in numbers 
and strength and creativity every 
day! 
Burton CHERRY 
Burton Cherry & Associates, Chi- 


cago 


Guide to New Art Show 


e Since our local organization, the 
Advertising Artists Society of Can- 
ton, is planning its first exhibition of 
local advertising art, with much the 
same aim and many similar prob- 







ZYGMOND KupPlis 
N. Wilmington, Mass 


lems as Mr. Freeman outlines in his 

excellent your January 

issue, this article holds special inter- 

est for our members. 

In fact the article is so good and 
timely in opinion, that I 

would like permission to reprint 


portions of it in our publication Art 
Beat. 


article in 


50 our 


E. Harotp Boyes 
Editor, Art Beat, Advertising Art- 
ists Society of Canton, Ohio 
(We are delighted to have even a 
little part in getting a new group off 
to a good start. Glad to give per- 
mission. ... Ed.) 


ie PS 
INFORMATION 


WANTED 


The following letters have been se- 


lected from AR’s mail. In most 


cases, we have been able to supply 
the desired 


information from 


our 

growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
that we must depend upon our 


readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in 


response to these 


. Ed 


re- 
quests 


More on Color Chips 


© We noted in the information 
wanted column of your November 
issue that you have available a 
list of eight people who specialize 


in producing exact color repro- 
duction suitable for use as color 
chips. 

We'd appreciate receiving this 


list as we have a similar problem. 

NorMaAn COHN 

Vice-president, Santa Claus As- 
sociates, Waterloo, Iowa 


(The list is on the way Ed.) 
Magnetic Pencil 
@ Who makes a magnetic pencil 


that will stick to a wrought iron 
mailbox? 

Eart LIttMaNn 

Pres., Abbott & Earl Inc., Hous- 


ton 


(The names of three manufacturers 
sent to Mr. Littman ... Ed.) 








at our booth. Your article has en- 
gendered many “gimmicks” I hope 
to make use of in the future 


Stock Meat Photos 


@ We are interested in some infor- 
mation as to where we can obtain 
samples of vignettes pertaining to 
the meat packing industry, such as 
stews, hams, bologna, cabbage rolls, 
etc 
Won. STASIUK 
Mer., Monarch Ptg. & Litho- 
graphing, Hamilton, Ont 


Floor Cover Ads 


@ Wed like to locate a manufac- 
turer who could supply us. with 
polyethylene or vinyl floor cover- 
ings that could be printed. 
James A. WILLMES 
Service Director, Perry-Brown 
Inc., Cincinnati 


(See AR, Nov. ‘58, p. 42 Ed) 


Company Newsletters 


@ I would like to get either the 
names of companies or samples of 
actual publications, issued as a 
newsletter to employes, especially as 
done by small companies with about 
100 employes 

ARTHUR J. BATCHELDER 

Advertising, South Bend, Ind. 


Stolen Pages 


@ I would appreciate your sending 
me a copy of your article on saving 
on printing costs which appeared in 
your issue of November, 1958. 

I am a subscriber, but some over- 
anxious person spotted this article 
in my office and tore it out of the 
issue. It has been recommended to 
me, but I find myself without the 
text 

Frep T. RUSSELL 

Pres., The Fred Russell Co., Los 

Angeles 


(Wise subscribers make their friends 


take out their own subscriptions to 


AR, keeping personal copies under 


lock and key ° Ed.) 









YOU AUTO 
Buy Now! 
———t" 


é perch 


Take me to your dealer. 


acueress 


that, all together, these pieces rep- ; 
' City Zone 


State 


resent the best creative effort from 





the material submitted to his judg- 


Amel 10°60 .=—<—: 


he tay > 


FROM ANY 
POINT 
OF VIEW 





Complete range of sizes, materials, styles at 
amazingly low prices. Used by America’s largest 
advertisers. Ask for our free design service and 
quotations without obligation. Will warehouse and 
drop-ship as you require. 

“Wall Showmanship Since 1927” 


HOLLYWOOD BANNERS 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


116 East 32nd Street . New York 16, N. Y. a TELEPHONE: OR 9-4790 





PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES * NICKELTYPES » PACOTYPES - STEREOTYPES - MATS - R. O. P. 
COLOR MATS - THERMOSETTING MAT PATTERNS + PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 


a cn ARIE ere 












PRIVATE EYE 


MYSTERY OF THE WIDGIT MARKET 


WHY DOES GENERAL BUY 

WIDGITS FROM ABC CO. 

INSTEAD OF XYz CO., 
PRIVATE EYE 2 


HMM...GENERAL HAS 16 WIDGIT 
CATALOGS. NOW TO LOOK AT 
ABC'S CATALOG 


ABC'S CATALOG !5 : 
TAB-INDEMED. GENERAL'S 
BUYER USES IT BECAUSE 


\T SAVES TIME 


HA.7-74)4..- 
G.J. AIGNER CO.2 
COME OVER AND 
JAB-INDEX OUR 
CATALOGS! 


ANG 


MORAL: WHETHER ITS WIDGITS OR 
WINDMILLS, THEY ARE EASIER TO 
BUY FROM CATALOGS THAT ARE TAB- 
INDEXED. ANP THAT'S OUR BUSINESS 
G. J. AIGNER CO 


42 nton St 
hicago 7 no's 
Piants in Chicag 


Rochelle, Iilinors 








New York, Calif 


AICO INDEXES OISTRIBUTED By 
GRAPHIC ARTS SUPPLIERS A STATIONERS 
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Same aim and many similar prob- 


OR a4 


for ADMEN 


@ Journalism Tomorrow, Welsey C 
Clark, Editor; Syracuse University 
Press, Syracuse, N. Y., 133 pages, $4 

This book is an interesting ex- 


periment. The Dean of Syracuse’s 


School of Journalism asked eight 
faculty members to look ahead at 
their specialties and predict the 


shape of tomorrow. So successive 
chapters take up mass communica- 
daily 


broadcast 


tions weeklies, 
magazines, 
photojour- 


communications 


newspapers, 
journalism, 
advertising syndicates, 


nalism, and mass 
research. 

Of particular interest to AR read- 
ers is the chapter on advertising, 
written by Philip Ward Burton, 
chairman of the Advertising Depart- 
ment of the School of Journalism 
Some quotes will give a suggestion 
of the nature of the 
material. 


provocative 


e “Today, there are two types of 
language 
that 


the natural language 
can be heard between people 
Then there is the language of 
advertising .. . full of extravagances, 
pomposities, and artificialities.” 


@ “Today's 


care in the writing of business pub- 


trend toward greate: 
lication copy 


in the 


will result eventually 
finest 
the fashioning of 


consistent use of the 
talent in 
business advertising.” 


creative 


e “The 


will continue to grow 


marketing agency concept 
until the ad- 
does, in fact, be- 
come a marketing agency. It will not 
be surprising if, in the 


name, 


vertising agency 
future, the 
‘advertising agency’ is not 
wholly discarded in favor of ‘mar- 
keting agency.” 


@ Journalism Today, by Thomas El- 
liott Berry; Chilton Co., Philadel- 
phia, 501 pages, $6.50... If you have 
a young friend who is interested in 
writing as a career, this would be a 
fine volume to place in his hands. 
Not concerned as much with the art 
of writing, as with writing as a busi- 
ness, it covers in clear and readable 
form those jobs in which writing 
talent is required. About half the 
book is with the daily 
The half talks 
and television, maga- 
zines, photography, technical writ- 
ing, and advertising and public re- 
lations. 


concerned 
newspaper other 


about radio 


sent to Mr. Littman ... Ed.) 


Exercises given at the end of each 
chapter will help the reader de- 
termine for himself whether this is a 
field he will enjoy, or will give him 
some practical practice in handling 
the job. 

The author is professor of English 
at West Chester State Teachers Col- 
lege, Pennsylvania, and has had ex- 
perience both as a free lance writer 
and a reporter on the Philadelphia 
Record. 


e How to Hold a Better Meeting, 
by Frank Snell; Harper & Brothers, 
New York, 149 pages, $2.95 

This book, says the author, an ac- 
count executive at Compton Adver- 
tising, New York, “was written to 
be carried in the pocket of all busi- 
nessmen to be read on the 5:35. . 


for the executive who faces fou 
hours of meetings starting at 9:15 
tomorrow.” 
ra 
» - Y 
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In short made up of 
author 
the types of business meetings, their 


size, their length, and how to be- 


chapters, 


short sentences, the covers 


have at them. He even has a section 
on seating arrangements that help 
make a meeting more effective 

If you ever have to participate in, 
or worse yet, lead a meeting, it 
would be nice to have this book to 
refer to, both to brush up on youn 
own techniques and_ to 


give you 


guidance. 


e Silk Screen Techniques, by J 
I. Biegeleisen and Max Arthw 
Cohn: Dover Publications, New 


York, 187 pages, $1.45 
process printing, another 
silk 


more 


Screen 
name fo1 
becoming and 
important to the 
man. Its versatility, 
and in substances to 


screen, is more 
advertising 
both in inks 
which it can 
be applied, is making it of increas- 
ing value, especially in the point- 
of-purchase field. 

While new equipment is large and 
automatic, the basic process is one 
of the simplest to handle. With in- 
expensive equipment, and limited 
room, even the tyro can produce 
a silk screen print. As an outlet for 





Take me to your dealer. 
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General! Mills, Inc Betty Crocker Cake Mix 





HOW TO MAKE CUSTOMERS GO OUT AND BUY IT 


Use Hammermill Offset to make the product look more mouth-watering. 
It gives colors that true-to-life sparkle that helps move merchandise. 
It takes beautiful black and white printing, too. Turn the page to see. 


PRINTED BY OFFSET ON 





FULL COLOR 

OR 

BLACK 

AND WHITE, 
HAMMERMILL OFFSET 


PRINTS IT 
RIGHT 


If the job calls for a black and 
white illustration, new white 
Hammermill Offset brings out the 
dramatic contrasts, lights and 
shadows... just as it does with 
colors. (See other side of this 
insert.) This specimen was printed 
by offset on Hammermill Offset, 
substance 70, Super-Smooth 
finish on a 42 x 58 two-color press. 
Sheet size 39 x 51, 16 up. Speed 
3,000 an hour. Hammermill 
Offset, in 8 finishes, and 7 new 
colors. Made by Hammermill Paper 
Company, Erie, Pennsylvania. 





latent creativity, and for the more 
practical purpose of giving the ad- 
man a true understanding of the 
process, there is no substitute for 
getting one’s hands into production 

This simply-written, well-illus- 
trated book explains the whole 
process from the very first step of 
building the screen frame, outlines 
the methods of cutting stencils, and 
of making the finished print. It 
sounds like fun, and don’t be sur- 
prised if at least one more edito: 
silk screens his Christmas cards 
himself next year! 


® Words and Things, by Roger 
Brown; The Free Press, Glencoe 
Ill., 398 pages, $6.75 As long as 
words are used to convey ideas and 
to persuade to action, the adman 
must be a student of language and 
what makes it work. This volume, 
although rather formidable in many 
places, deals with language as an 
expression of human behavio1 

In one of the later chapters—on 
persuasion, expression and _ propa- 
ganda—the author gives an interest- 
ing and fairly unusual viewpoint 

“Personally, I rather like the ad- 
vertising that sells a product for its 
expressive value; it is so nicely 
adapted to our  symbol-making 
habits Some of those who rail 
against this kind of advertising seem 
to feel it is necessarily a cheat to sell 
the consumer a symbol, as if the 
only real goods in the world were 
those that satisfy hunger and thirst 
Behind this view too is that stub- 
born dualism which thinks of any- 
thing psychological as insubstantial 
and unreal. But we are not animals 
that we should select food for its 
nutritive value alone, or buy cloth- 
ing for its ability to keep out the 
cold. The symbol that helps me to 
think well of myself may do me as 
mucl good as the meal that keeps 
me alive.” 


e Tele vistvon Techni 1 ies for Plan- 
ning and Performance, by Samuel 
L. Becker & H. Clay Harshbarger; 
Henry Holt & Co New York, 182 
pages, $4 It isn’t easy to appear 
before a television camera, especial- 
ly for the first time. And yet with 
this medium expanding, and the in- 
creased use of closed-circuit tele- 
vision, most executives, some time 
or other, will be taking the plunge 
This book, prepared by two faculty 
members at the University of Iowa, 
primarily as a text for students, tells 
you what you need to know about 
what goes on during a telecast and 
how to behave 

It gives simple exercises to help 


put you at your ease, explains what 


ya 


&. 





a 
AS * 


ne 


This is a partial list of currently available reprints of AR articles. A complete 
list ran in the December, 1958, issue. Unless another price is given, each sells 
for 25c. In lots of 10 of any single reprint, the price is 20¢ each; lots of 50 
or more, 15¢ each; lots of 100 or more, 12'/2¢ each. Order by number from 
Reprint Editor, Advertising Requirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order is under $2. 


Art 


256 How to Buy Graphic Arts Material — by Donald Davis 


241 How a Cartoon Character Sparks a Campaign — by Treadwell D. Covington 


236 A Code of Ethics for Art 


Audio-Visuals 


303 A Basic Guide to Business Films 
262 How to Get More from your Film Budget — by Fred A. Niles 
224 The Art of Communication — by Richard A. ean (50) 
198 Less Than lc Per Impression — by Mildred Weiler 


145 Audio-Visuals Don't Have to Cost a Lot of Money to Be Effective 


Binding 


193 Loose-Leaf Binding 


Direct Advertising 
304 A Basic Guide to Direct Mail 


261 How to Get an Effective Christmas Card — by Bette Macon 
254 Peek-a-Boo Envelopes Can Sell 


248 Can You Afford to Run Your Lettershop? — by Francis $. Andrews 


240 Making an Effective Direct Mail Package — by William Barina-Gould 
238 Trends in Direct Mail — by Dick Hodgson 

214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 

172 202 Tips for Direct Mail Advertising (50c) 


103 All the People Some of the Time — by Nicholas Samstag 


Engraving 
203 Progress Report on Electronic Engraving — by David Saltman 
155 Assembling Color Elements Can Save Time and Money — H. C. Latimer 


141 How to Make One Set of Color Plates Do the Work of Several — by Bernard T 
Converse 


112 Do's and Don'ts for Better Engraving 


Exhibits 


309 105 Ulcer Reducers for Exhibitors 

265 The Magic City 

239 Borrow an idea from St. Louis — by Mildred Weiler 

223 Showmanship at a Home Shaw — by Phil Seitz 

192 Exhibit Photos — How to Put Them to Work 

191 How to Get More from Your Trade Show Dollars ane William S$. Orkin 
178 The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


146 How to Get the Most Benefit from Trade Shows 
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crew members will be doing, and 
how to organize your material for 
presentation on a program. 


Thanks, Boss, the field Whether you plan to appear your- 
on ull te Meyercord self, or whether you must arrange 
m 


for other members of management 


“no water” Pressure to appear most effectively, this is a 
ene : convenient, simply-written volume. 
Sensitive Decal Signs. PN 


® Wordeas & Thomajantics, by P 
K. Thomajan; published by the 
author, Carlstadt, N.J., 24 pages, $1. 
. Mr. Thomajan has a sprightly 
way with words, and enjoys playing 
with them. Here he has listed, with 
definitions, some of his amusing 
coined phrases, and added to them 
ones he has picked up from adver- 
tising. Here are a few samples: 
© Anatomy & Cleopatra: Title for 
Minsky burlesque show 
© Champeonies: Name for prize- 
winning strain 
@ Chatalog: Conversational title for 
gift brochure 
e RSVPlease: Another gracious re- 
sponse-inducer 
Most wordsmiths will find a num- 
ber of chuckles and) or idea starters 
in the 114 Thomajan selections 


e Answers to 317 Advertising Agen- 


in 1958 ...hundreds of Point-of-Sale cy Problems, by Kenneth Groes- 


advertisers adopted Meyercord beck; Moore Publishing Co., New 

York, 258 pages, $4.95 . . . This col- 

PRESSURE SENSITIVE DECAL SIGNS lection of questions and answers 

...we predict hundreds more will taken from Kenneth Groesbeck’s 

‘olumn, now in Advertising Age 

switch to them in 1959... because i ies 

oo ———— and formerly in Advertising Agency 

they'll say “goodbye forever” to decal water appli- Magazine, should be of practical 

cation problems... the bucket and sponge become value to advertising people at very 

obsolete. many levels and in many areas of 

they're easily and quickly applied .. . yet as durable gency aperiiom Zhe eutunn, wire- 

and long-lived as any decal sign ever made! ly known as a consultant, doesn't 

dodge the practicalities of issues, and 

experience shows field men “get more of them up.” his answers are usually specific and 

this new concept in Point-of-Sale decal signs is the to the point 

product of Meyercord research . . . a decal sign of 
proved performance and appearance, manufactured 


by the world’s leader in decalcomania! © How to Write and Sell Magazine 


Articles, by Richard Gehman; Har- 
per & Brothers, New York 348 
pages, $4.95 . Beneath the grey 
flannel jacket of many an advertis- 
ing man beats the heart of a free 
lance writer. This book, to slightly 
mix a metaphor, will strike a re- 
sponsive chord in such a heart 
Mr. Gehman is a successful free 
lancer, and he tells here how he 
does it. His advice is practical and, 
. what is more, readable. He illus- 
FREE: | trates his points with 14 articles 
Pressure Sensitive Decal brochure. Write today ! SR Se Bus wien nee sete te 
some of our top magazines. Even if 


you don’t write, this book is fun 
the MEYERCORD co. to read 


Dept. G-207—5323 W. Lake Street, Chicago 44, Illinois And it illustrates one of the main 


requirements of a free lance writer: 
the ability to get the maximum out 
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Who put the E’s in the A’s!?! 


of everything he does. Here is a fine 
book, but fully two-thirds of it has 
already contributed to Mr. Gehman’s 
income when it was originally pub- 
lished. Yet here it goes again, and 
well worth reprinting, especially 
with the comments the author has 
made on how and why each piece 
was written and what could be im- 
proved about it. 

Even if all you write is a press 
release on a new product, this book 
should help you write something 
nearer to the heart of an editor. 


© 37th Annual of Advertising and 
Editorial Art and Design of the 
New York Art Directors Club, 
edited by Paul G. Lawler; Farrar, 
Straus and Cudahy, New York, 329 
pages, $12.50 . . . This handsome 
volume is a complete report of the 
1958 national exhibition sponsored 
by the ADC of N.Y. It includes 467 
entries which were selected for 
hanging from the 11,483 submitted 
to the jury. Each is illustrated, and 
full credits are included. It is repre- 
sentative of the best work being 
produced today. 

A separate section is a report on 
the year’s activity of the Club. The 
book, in a special slip cover, is a 
fine addition to a distinguished rec- 
ord of outstanding accomplishment 
in the field of visual communication 


® Graphic Arts, by Darvey E. Carl- 
sen; Chas. A. Bennett Co., Peoria 
Ill., 158 pages, $3.60 . . . This book is 
written for the student in a high 
school course in the graphic arts, 
and is one of the simplest and clear- 
est explanations of the processes in- 
volved that is available. It is well il- 
lustrated with step-by-step photo- 
graphs of the processes, from type 
setting through printing, binding, 
block printing, and other less com- 
mon techniques. There is even a 
chapter which tells you how to make 
your own paper. 

As a general introduction to the 
graphic arts processes, this book has 
few equals 


® Display Presentation, by Beverley 
Pick; published by Crosby Lock- 
wood & Son, London; distributed 
by British Book Service, 1068 
Broadview Av., Toronto, 144 pages, 
$10 . . . Every aspect of three-di- 
mensional design and display is 
illustrated and discussed in this 
book by one of England’s leading 
designers. Selected mostly from his 
own work, the examples include ex- 
hibition stands, window displays, 
merchandise presentations, exhibi- 
tion murals, and even Christmas 
decorations for a main shopping 
street. 

The author’s comments and ex- 
planations on each illustration are 
especially valuable. 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


APRIL 


Vew York Art Directors Club 
Visual Communications Conference, Wal 
dorf-Astoria, New York 

1-3... Sales Promotion Execut s Assn. 
Roosevelt, New York 

ae wk National Paper 
Waldorf-Astoria, New York 

1-4 . . . American Film Festival, Educa 
tional Film Library Assn., New York 
4-13 . . . I yons Inte rnat onal 7 rade Fa | 
Lyons, France 

6-9 ... Natl. Premium Buyers Exposition 
and Conference, Navy Pier, Chicago 

8-10 . . . American Assn. of Industrial 
Editors, University of Syracuse, New York 
13-14... Electrotypers & Stereotypers 
Spring Technical Conference & Exhib 
tion, Royal York, Toronto 

13-16 . . . Natl. Packaging Show, Amer 
ican Management Assn 
Amphitheatre, Chicago 
13-16 .. . Lithographers & Printers Na 
tional Assn. Inc., The Greenbrier, White 
Sulphur Spring, W. Va 


International 


MAY 


4-8 Society of Motion Picture & Th 
Engineers, Fontainebleu, Miami Beach, Fla 
6-8 ... American Public Relations Assn 
Diplomat, Hollywood Beach, Fla 

18-20 seh Re seare h «& Enginee ng Coun 
cil of the Graphic Arts Industry, Sheraton- 
McAlpin, New York 

20-23 .. . National Paper Box Manufac 
Sheraton, Philadelphia 
22-25 . . Engraved Stationery Migrs 
issn., King Edward, Sheraton, Toronto 
23-26 . . . Store Modernization 

( oliseum, New York 

24-26 . . . American Marketing 
Harvard University, Boston 


turers {ssn., 


RESPONSE 


sealed 
OUTSERT: 
folders 


Attached to consumer goods 
packages. That's the record of 
a recent consumer mail-in pro 
motion by one of America’s 
largest advertisers. Many other 
firms have written similar (even 
higher) returns with OUT 


SERT Folders. 


Your OUTSERTS provide 
point-of-sale advertising on the 
pac kage, point of-use tollow 
through in the customer's home 

Ideal for product-use copy, 
recipes, Cross advertising fou 
other products, instructions, 
premium offers and consume) 


contests 


Wrte for dese ripty e booklet. 
sam ple s and information on 
how OU TSERTS can sell fo 


OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING CO 


SCRANTON 3, PA. 


7 M Reg OUTSERTS U 5S Pat Of 
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Hutchings. preside nt Open to all ty pro 


ae i ee ee) ee ee grams not related to the Fund which deal 
Hontedaddon all: Atlantis: with a topic related to freedom and jus 

tice shown on commercial stations in the 
Dale ritios ; U.S. and its territories. Programs consid 


& il 


Leamington, Minneapolis ered to have merit will be eligible for the 
j Robert E. Sherwood Awards consisting 
ntl ad rtis 

of a first prize of $10,000 and four addi 
tional awards of $1,000 each 


14-16 Closes May 31, 1959 


Mange 


t 21-25 onal ssl play ndus ASNA Awards 


(lon Hea Sponsored by Advertising Spe: 


ake. aaas , Ma il fssn., 1145 19th St. NW, B 
a That 


Coliseur “ ork Ralph Thomas, Executive Directo 


Out comes 


the flap and 
your message! . 


24-26 ; - = ae a to all those who use advertising 


Ha dU: ais : ties and calendars in advertising. n 


28-July 4 th Int et ‘ hil chandising or public relations activities 
Aspen. Colo also to anyone who buys or uses 
them for a business purpose (ash 


JULY ire given for the 


prizes 
most productive uses 
Closes June 1, 1959 
26-31 I grapl : Y 
Stal 
Electric Fan Display 

Sponsored by Vation wl Elect / Mar 
AUGUST : a 

facturers {ssn 155 E $4th St \e 
21-24 lvertis j uty tl York 1i 
{ I 1 


Open to all who display or sell 
electric fans. The display must feature 


electric fans exclusively, and must. in 


SEPTEMBER 


clude a pennant. It must remain for at 
REVOLUTIONARY 4-5 rape t 1 7 0 least a period of one week, and must 


ive been installed atte April 15 


New Ta Asan, of Pring Hon have een inst 


Closes June 30, 1959 


Miles Kimball Awards 
Sponsored by Mail Advertisir Ne 


{esr itl 8120 1 Cou 


ens 


j 


Detroit 3 Open to creators and 


® Se ; 
‘\ " ducers of outstanding direct mail ma 
SIM-PU) i . terial, originators new method o 


PATENT APPLIED FOR machinery used for direct mail 


produ 


Opening Envelope tion; users of direct mail who have sign 


iheantly influenced the industry, authors 


ind teachers of direct mail Nominations 


for 3rd class mail : dunilh tahoe 


ual making the nomination, as we 


name and title of individ 


is 


Different, unusual, interesting. 
And it allows room for advertising or 
merchandising space. For sure, 
quick openings! Your prospect pulls 
tab. Ourcomes flap. (There’s 
a “spot of gum” for security.) Your 
sales message is in his hand 
in 3 seconds! Tension’s new Sim-Pull 
Envelopes are perfect for 
automatic insertion. Available in 


standard sizes and economical, too 
lle acc 
=~ P 


FREE SAMPLES A 
™. MAIL 


\. COUPON 
‘ 


Packaging Institute 


Closes April 


Nominations 


name and detailed qualifications of the 
nominee. G. B. MeCollum, Vice-Pres 
dent, Direet Mail Div The Reuben H 
Donnelley ¢ orp., 407 E. 25th St., Cl 


16 


i 


July 10, 1959 


PIAA Self-Advertising Awards 
Sponsored by Printing Indust 
ca Ine . 0628 Connecticut A 
ton 15; Miller Printing Mach 
I117 Reedsdale St., Pittsburgh 
to all letterpress, lithographis 
silk screen and allied process printers 
the United State (anada ands tl 
Hawaiian Islands, whether PIA membe 
or not. Material submitted must be { 
ad campaigns completed since 
1958. A campaign will consist 
or more pieces of advertising used 


one-year period and may include any ad 


Tension Envelope Corp. 


: : vertising medium. Individual specimens 
eo” ee ; which s best commerciall integrated 
4 Eas 7? tree 


include any single piece of self-advertis 
K ; ty 8, Missouri | ving mater : ipment and 


Awards will include three $1,000 
" } | D : ing thet ror 
Please send me samples of the new cash prizes and nine “Bennys 


‘ : I wards honors the 
Tension Sim-Pull Envelopes \ward Ose” Closes Aug. 14, 1959 


made outstanding 


ld of packaging . 
Retail Packaging 
Title chnology. Competition is open to any Sponsored by } 


corpol or divi 1 the United re 
Firm Name ; aise 119 | 


Name 


Ourtt 


Covers any package 
Address Closes May 15, 1959 7 
any variety chain during the | 
it r re }j lass 
? Sherwood Television Awards Entries are judged in ten classifi 


l hy The Fund of The Republ including cosmetics and toilet goods 
St.. New Yort Robert M and games, household and ho 


April 1959 








hardware, paint and electrics, horticul 
ture, notions and related lines, domestics 
and other soft lines, ready-to-wear, sta 
tionery, miscellaneous (novelties, holi 
day, lines, edibles, ete.) “Best package 
of the year” receives bronze plaque. 
Aug. 31, 1959 


Car Card Awards 
Spor usored by Natl. Assn. of Transporta 
tion Advertising Inc., 10 E. 43rd St 
Vew York 17. Monthly competition 
to advertisers, agencies and graphic 
leaders for best car card of the 


open 
arts 
month 
Winning entry will be picked trom a dit 


ferent city each month from among cat 


cards submitted by NATA’ members, 
agencies and advertisers throughout the 
country. Best of monthly winners will re 
ceive award for the outstanding car card 
of the vear 


Closes monthly 


Printing 
Sponsored by Peninsula Paper Co 
Ypsilanti, Mich. Entries may be sub 
mitted by paper merchant or sent to 


Peninsular Contest, P. O 


Detroit Open to advertisers 


and printers for any job printed = on 


Box 2956 


ipencies 


Peninsular cover or text stock Rach 


month three winners will receive awards 


Closes last day of each month 


homo 


Almanac 





JULY, 1959 


July 1-31 
by the Tea Council of the U.S.A S00) 
Fifth Av.. New York 36 
Vational Picnic Mont 


American Bakers Asst 1) 'N W acke 
Drive { hicago 

Vational Hot Dog Mont! =} 

by Natl Hot Dog Month Coune 0 


S. Morgan Av.. Chicago Y 

Rve Bread Sales Mont! sponse i 
by Natl Bread Sales Months, 111 N 
Marion St.. Oak Park, | 


July 4 
Independence 


Day (Presidentia 
Proclamation } 


July 19-25 
National Farm Safety Weel 


ored by Natl. Safetv Coun 125 N 
Michigan Av., Chicago 11 

July 24 
Vati mal Vegetable W eek sponsored 
by Vegetable G Assn. of Amer 


rowers 
ea, 528 Mills Bldg., 17th and Pennsvl 


inka Ae, Wl, Wesktnaten ¢ 
July 24-31 
ph 


lose} Lee Day sponsored by Natl 
Recreation Assn., 8 W. Eighth St.. New 
York li 


July 25-31 
Inventors Weel ponsored by {| 
Inventors and Scientists of Amer 


1214 W. Seventh St., Los An 


nited 








ye a rorocaavuat tnctavtns 
le national 





stencil duplicating 
that looks like 


The 


WATTIER 
Process 


... The Improved Gravure Engraving Method... 


PROVIDES NEW ADVANTAGES 
IN THE ART OF GRAVURE ENGRAVING 


that add up to 
BETTER 


COLOR REPRODUCTION 


Ask us to give you complete details! 


CG 


Gravar Se. 


Pet ed 
SUPERTONE, INC.» vom ny 


Phone YUkon 6-4174 





ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


.»-@ Mimeo designed 


like a printing press! 
DUAL CYLINDER, PASTE-INK PROCESS 


Gestetner is a specially engineered duplicator and 
process that makes it possible for your office girl 
to produce your own forms, bulletins, literature 
and even illustrated catalog pages at a = 
fraction of what you once paid for 
outside services. Completely clean ‘ 
. and highly 
profitable even if used only 
occasionally. A different model for 
every size need and budget. A 
Gestetner costs no more than 


the old fashioned ‘mimeo’! — ‘y 







GESTETNER DUPLICATOR CORPORATION 
216-222 Lake Ave., Dept. 40, Yonkers, N. Y. 


Please send descriptive literature 





ADDRESS 


ciTy.. 


FALPACO 
Coated 
Kolding 
Bristol 


It cuts, Scores, folds and embosses beautifully takes 2, 4, 6, 8 colors and 
halftones faithfully 


retains its dimensional stability over long runs 


G uniform moisture content 


uniform caliper Specify 


FALPACO COATED FOLDING BRISTOL 


has a uniform finish and | | 
an even coated surface <All 


DISTRIBUTED BY AUTHORIZED PAPER MERCHANTS FROM COAST TO COAST 
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How to Behave 


By Rene Merlander 


A press conference is a news- 
gathering technique which gives 
several reporters an opportunity to 
interview a personality at one ques- 
tioning session. It is faster and more 
convenient for you and the press 
than the granting of several indi- 
vidual interviews. It also enables 
several media to meet competitive 
deadlines 


e A press conference is often held 
without a specific news 
ment but simply because the in- 
formation you have 
rent interest 


develop- 
is of good cur- 
e A press conference is sometimes 


held to make an 
nouncement. 


important an- 


e A press conference is never the 
proper time to make a speech or a 
lengthy statement 


Mr. Merlander, who is with Harshe-Rot- 
man’s Los Angeles office, was on the staff 
of Stromberger, LaVene, McKenzie when 


he wrote this article. 


at Your Press Conference 


However, 
your public relations counsel may 
feel it advisable to 
very brief 


upon occasion, you and 


make a few, 
introductory remarks on 
the subject you know you will be 
questioned about. This often helps 
reporters who may be 
with the subject. 


unfamilia 


> In 
have 


addition, 


your counsel will 


prepared a release to hand 
release will con- 
important announcement, 
if you are going to make one. In 
any case it will contain pertinent 


information 


to reporters. The 
tain the 


about you, your duties 


and responsibilitie s—brief bio 
graphical material 

The three elements of a 
conference are: 


press 


1. You, the 
conference 
2. The press 
attend 


subject of the press 


representatives who 


3. The public relations counsel who 
sets up the press conference and 
arranges the mechanics 


Your understanding of these ele- 
ments, their needs, 
contributions, will 


problems and 


make it easie1 


for you to conduct your conference 


successfully. 


> Your public 
knows the 


relations counsel 


mechanics of the press 
conference. He will have chosen the 
time for the conference to enable 
the local media to meet their most 
important deadlines (e.g., home-de- 
livered editions of newspapers). He 
will have extended 
all those press representatives most 
likely to be interested in what you 
have to say. In all likelihood he 
most of them personally. He 
vill have made arrangements with 
the hotel for the 
and for refreshments being served 
He will have written the 


ele ase 


invitations to 


knows 
room you are in 


hand-out 


ey 2 
oo qyP 
ey fay | t 
mS 


whole 


os 


Remember: The 
purpose ol the 


press con- 


-ap 27 
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ence is to let individual report- 
ask 


the medium the y represent Answe! 


questions which interest 
these questions directly and specifi- 

lly. If you hedge in your answers, 
or fail to answer the question, o1 
vene ralize ‘ the 
likely seek the 


vhere and perhaps get answers you 


reporter will most 
information else- 
would rather he did not print 

So, ii tor some reason you cannot 
answer the question spt cifically, ex- 
plain why. Perhaps the information 
he seeks is classified, o! you do 
not know the answer, or tor com- 


petitive or 


political o! ood taste 
reasons, you do not wish to answe! 
Even 


though you should answer the ques- 


If that is the case, say so 


tion specifically, don’t expand un- 


necessarily or wander off on tan 


rents. If the reporter wants more 


nformation, he will ask more ques- 


wea / 7, 
—— é/ 
a ~~ 
2. Be Brief .. Every attending re- 
| ress conference should 
opportunity to ask ques- 
Your answer to any one 
be of interest to no 
nt Therefore, il youl 
too long and rambling, 
reportel! may not have time 
thei questions Avoid get- 
ng into a long series of questions 
and answers with one reportel! 
while ignoring all the rest. Suggest 
to him perhaps you should give the 
others an opportunity to ask ques- 
tions, and will be glad to talk to 


him in detail late 


3. Be Equipped . . You and you 
public relations counsel or assistant 
will be fully aware of the general 
area of information in which the 
press, and therefore the public, is 
interested and where questions are 
most likely to be concentrated. Al- 
ways come to the press conterence 
equipped with all the data availabl 


to you sring youl files by all 
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means, and don’t hesitate to read 
from them as this adds _ believa- 


bility. General or vague answers 


to specific questions are unsatis- 
factory to the press and to the pub- 
lic and may reflect unfavorably on 


you 


4. Be Patient and Courteous. . 
Sometimes you may feel a reporte 
is being repetitious or impolite or 
insistent or uninformed or delving 
into areas which you are reluctant 
to discuss. Remember this is not 
a personal matter with him. He is 
only doing a job for which he gets 
| 


paid—probably a good deal less 


than you In cases he has 


editor to 


many 
stern orders from his 


come 


back with certain informa- 


to do his 


going 


darndest because he and 


; 


his family like at. If a question 


repeated it may be because he 
did not hear your answer the first 

t If his question shows he is 
uninformed in the area which is 
your specialty, remember reporters 
1ave to know a little about a lot 
of things and rarely have a chance 
to know a lot about any one thing. 
unless they are specialists 

If a reporter seems argumenta- 
tive or quarrelsome, he is merely 
trying bring out the answers to 
questions that he knows some of 
his readers would ask if they were 
there Ac tually ne may himself 
feel just the opposite to the position 
he takes he only wants to get voul 
reaction to attitudes he knows 
sore people would take 

In all cases, be courteous and pa- 
tient Don t get angry, and neve 


lose your tempel 


ye 
tye 
N \ Ml 


5. Be Watchful .. If. as is gen- 
erally the 
panied by youl 


case, you are accom- 


public 


counsel or an assistant, glance his 


relations 


way occasionally. During the con- 


ference he may want to make signs 


to you to, for instance, show the 
need to be briefer in your answers, 
or to end the conference because 
you are late for an appointment, o1 
not to answer a question due to 
policy reasons, or because it is the 
“meat” of a speech you are to de- 
liver in a few days. Be watchful 
for these signals and don’t hesitate 
to ask him for his guidance. Re- 
member, he is familiar with the 


mechanics of the conference and 


knows the reporters’ needs 


a oF 
Ty, 


6. Be Impartial e « You press 
conference may be attended by the 
representative of a powerful news- 
paper, 


magazine or tv station to 


which you are particularly partial, 
or whose importance you fully rec- 
ognize, or whose favor you are 
seeking above all others. Don’t eve) 
show partiality at a press confe: 
ence, in either direction 

> Television's place in the press 
conference has not yet crystallized 
Sometimes radio and tv representa- 
tives are asked to a separate press 
conference, 
print representatives have 
concluded thei: 


often right after the 


media 
questioning 
More often radio and tv report- 
ers and cameramen are invited to 
the same conference but are asked 
to shoot pictures or 
after the 


record tapes 
questioning period 
Remember they have special r¢ 
quirements dictated by technical re- 
strictions. Be equally patient and 
courteous. They will “set up” thei: 
shots and perhaps ask you to re- 
peat a certain statement you made 
during the questioning period. They 
may want you to do it 
times before they get the 
sound, lighting, intonation, et 
operate with them. It is in you 
terest to appear at your best 


television 


>A well-conducted 
ence in which you have satisfac- 


press conter- 
torily answered questions from all 
attending reporters, will result in 
a good press. This means that the 
announcement you have made o1 
the material you have discussed 
will be presented fairly, objectively 
and without negative connotations 
The opposite may occur with a bad 


press conference 44 





There's more than one wi 


A high heel, unerring aim, and unflagging persistence wil MS p , Kimberly-Clark 


ww 
JAMEL giv 


work, eventually. A hammer's better > exact quality you re kine lus the 
Y r ? 


, however, because it s maximum 
a tool expressly designed to do this job efficiently. So it opacity, resiliency and absorbenc 


ust use the right tools — ink, coated, highly polished sheet perfec 
type, plates, etc., to produce superior work. Yet even these 


will often fail unless the specific grade of paper 


oe 


is neavily 
with good printing—you m 


Kimberly-Clark complete line 


a most im 
portant printer s tool) 1s chosen to fit the exact requirement 


of each job. Choose the right grade and bot! 


includes grades suited to whate\ 
Whatever your needs, CHOOSE 
you and your CLARK PAPER F¢ YR THE JOB lt 


ability, runability and quality only f 


customers will benefit. 


Suppose you're printing an offset insert for a dealer in carefully by experts in some of the wi 
in SA - he her - a e oT the > Ous ae < rust 
fine jewelry. The beauty and fire of the precious gems mu Turn the page for a complete list of 
look lifelike; the colorful accessories must enhance the glory seth! 

of the merchandise. To produce the sparkle needed, you 


choose a brigh* sheet, blue-white in color, with excellent 


performance and runability. In short, you choose Kimber! 


Clark's PRENTICE OFFSET ENAMEL : | . TU Clar 


Another job, another paper. This time it's a letterpres: 


shoe catalog requiring sharp delineation and color repri PRINTING PAPERS 


duction on a sheet that will reflect the advertiser s pride in KIMBERLY-CLARK CORPORATION + NEENAH, WISCONSIN 





Kimberly-Clark fine papers are d 


the following quality merc 


ARKANSAS PAPER CO. CHATFIELD PAPER CORP. 
Arkansas: Little Rock Kentucky: Louisville 


Ohio Cincinnati 
BALOWIN PAPER CO. 
New York: New York CHATFIELD & WOODS CO. OF PA 


Pennsylvania: Pittsburgh 
BARTON, OUER & KOCH PAPER CO. 
Giomici of Columbia: Weehinuten CHICAGO PAPER CO. 
Maryland: Baltimore 


CRESCENT PAPER CO. 
BEACON PAPER CO. 


itlinois: Champaign 
Missouri: St. Louis Indiana: Indianapolis 
BEEKMAN PAPER CO. D AND W PAPER CO. 
New York: New York Louisiana: New Orleans 


BERKSHIRE PAPERS, INC. eS ae 
Ilinois: Chicago North Carolina: Charlotte 
BERMINGHAM & PROSSER CO ae 

Michigan: Kalamazoo ae 


Wilmington 
BONESTELL & CO. Winston-Salem 


California: San Francisco South Carolina: Greenville 


Tennessee Nashville 
BOUER PAPER CO. Virginia Roanoke 
Wisconsin: Milwaukee DUDLEY PAPER Co. 
BULKLEY DUNTON 4 CO. Michigan: Lansing 
(Div. of Carter Rice Storrs & Bement, Inc.) Saginaw 


New Jersey: Newark ELM PAPER CO. 
New York New York Pennsylvania: Scranton 


CANFIELD PAPER CO. JOHN FLOYD PAPER CO. 
New York: New York District of Columbia: Washington 


CARPENTER PAPER CO Maryland: Baltimore 
California: Los Angeles FOREST PAPER CO. 
San Francisco New Jersey: Newark 

Colorado Denver New York: New York 


Pueblo FRASER PAPER CO. 


Idaho Boise Oregon: Portland 
Iinois Chicago 


lowa Des Moines GENERAL PAPER CORP. 
Sioux City Pennsylvania: Philadelphia 
Kansas Topeka GENESEE VALLEY PAPER CO. 
Minnesota Minneapolis New York: Rochester 
Missouri Kansas City Syracuse 
Mont " 
— Tost HUBBS & HOWE CO. 
Missoula New York: Buffalo 


Nebraska Lincoln HUDSON VALLEY PAPER COMPANY 


Omaha New York: Albany 
New Mexico: Albuquerque 


Oklahoma Oklahoma City INDEPENDENT PAPER CO. 
Texas Amarillo Washington: Spokane 


Austin INGRAM PAPER CO. 
Dallas 


El Paso California: Los Angeles 


Fort Worth JACKSON PAPER CO. 
Harlingen Mississippi: Jackson 
Houston 

Lubbock JOHNSTON PAPER CO. 


San Antonio Ohio: Cincinnati 


Utat Salt Lake City KNIGHT BROTHERS PAPER CO. 
Washington: Seattle Florida: Jacksonville 
CARTER RICE STORRS & BEMENT a 


Orlando 
Connecticut East Hartford Tallahassee 
New Haven 


Tampa 
M A 
Massachusetts Seaton” LINDE-LATHROP PAPER CO., INC. 
Springfield New Jersey: Newark 
Worcester New York: New York 
Rhodeletand: Providence LOUISIANA PAPER CO., LTD. 


Louisiana: Baton Rouge 
CARTER, RICE & CO. OF OREGON 
Oregon: Portland Shreveport 


MIDLAND PAPER CO. 
CAUTHORNE PAPER CO. Illinois: Chicago 
Virginia: Richmond 


MILLCRAFT PAPER CO. 
CENTRAL OHIO PAPER CO. 


Ohio: Akron 
Indiana: Indianapolis Cleveland 


LITHOGRAPHED IN U.S. A. ON KIMBERLY-CLARK LITHOFECT OFFSET ENAMEL, 100 LB. BASIS 


Kimberly-Clark €23 Corporation 
Department Number PPI-4, Neenah, Wisconsin 


Please send me your colorful portfolio which contains specific 
printed samples and complete information on Kimberly-Clark’s 
Prentice Offset Enamel and Hifect Enamel. 


NAME 

FIRM NAME 
ADDRESS 
CITY 


MY PAPER DISTRIBUTOR IS 


Stributed by 
ants: 


MINNESOTA PAPER & CORDAGE CO. 
Minnesota: Minneapolis 
NEWELL PAPER CO. 
Mississippi: Meridian 
OHIO & MICHIGAN PAPER CO. 
Ohio: Toledo 
PALMETTO PAPER CO. 
South Carolina: Columbia 


PAPER MERCHANTS, INC. 
Pennsylvania: Philadelphia 


PETREQUIN PAPER CO. 
Ohio: Cleveland 


QUIMBY-WALSTROM PAPER CO. 
Michigan: Grand Rapids 
ROURKE-ENO PAPER CO., INC. 
Connecticut Hartford 
New Haven 
Massachusetts: Springfield 


ROYAL PAPER CORP. 
New York: New York 


SCIOTO PAPER CO. 
Ohio: Columbus 


SEAMAN-PATRICK PAPER CO. 
Michigan: Detroit 


SENSENBRENNER PAPER CO. 
Wisconsin: Milwaukee 


SHAUGHNESSY-KNIEP-HAWE PAPER CO. 
Missouri: St. Louis 


SLOAN PAPER CO. 
Alabama: Birmingham 
Georgia: Atlanta 
Tennessee: Chattanooga 


SOUTHERN PAPER CO. 
Tennessee: Chattanooga 
Knoxville 


SOUTHERN PAPER & SUPPLY CO., INC. 
Virginia: Richmond 


TAYLOE PAPER CO. 
Oklahoma: Tulsa 
Tennessee: Memphis 


TOBEY FINE PAPERS, INC. 
Missouri: St. Louis 


TROY PAPER CORPORATION 
New York: Troy 


UNIVERSAL PAPER CO. 
Wisconsin: Appleton 

BD. L. WARD CO. 
Pennsylvania: Philadelphia 


WESTERN NEWSPAPER UNION 
Kansas Wichita 
Oklahoma: Tulsa 


WHITING-PATTERSON CO. 
Delaware Wilmington 
Pennsylvania: Philadelphia 


WYANT & SONS PAPER CO., INC 
Georgia: Atlanta 
. + 


HONOLULU PAPER CO. 
Honolulu, Hawaii 


7 . cc. 


KRUGER PAPER CO. LTD 
Montreal, Que 


SMITH, DAVIDSON & LECKY, LTD. 
Vancouver, B. C 
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How a Hobby Turned into 


The hobby of collecting grocery 
store Americana turned into an 


unusual continuing promotion 


that built traffic and goodwill 


as well. 


By Morris P. Rosen 


| 


Spotlighting the old to bring the 
new into sharpet the 
motional tool used by Arizona’s A 
J. Bayless Markets to build public 
its chain of 24 modern 

Oddly the 


“mushroomed” out of pres- 


focus 1S pro- 


goodwill for 

supermarkets enough, 
idea its 
ident’s hobby of 


Americana 


collecting grocet \ 


store 


> Nine 
cided 


years apo A J 
to let the 
collecting 
12 


vacant 


Bayle ss ce 


public in on his 
At the open- 
super in Phoenix, 


3,500 


interest in 
ing of his No 
he stocked a 
store next door with items typical of 


sq it 


TEA MEAL Mtar 


KERS 


the early 1900's. Some dated 
back 
get 

ate the 


country 


pieces 
His idea 
the shopping public to associ- 
the old-time 


even further. was to 


friendliness of 


adve} - 


Youn 


store with his own 


tising slogan ot ‘Bayless, 
Home Town Groce1 

Along with his personal collection 
ot cracker-barrel store p< iod 
treadmill 
mills, 


traps, high 


he displayed 


preces, 
powered butter churns, coffee 
vegetable slicers, bear 
celluloid collars, 


button shove 


bustles, skillets, advertising posters 
etc costumed 


loc al 


Supervised by rep- 
and 


but 


resentatives ol a museum 


by Bayless employes in rented 


authentic regalia, the exhibit drew 


crowds of interested sightseers dur- 
the 
new 


ing ten-day grand opening of 


nis supermarket 


>» The 
promotional gimmick 
Why 
exhibit of 


surprising reception given Ni 


pave M1 


build a 


Bay 
not 
old-time 

nostalgic 


less an idea per 


manent grocery 


memorabilia for the 


oldster and instructively fascinating 


for the young folks to keep the 


a Promotion 


Bay less the 
public eye? 
Quietly, he be 


acquisitions, 


gan stepping up his 
searching out turn-of- 

hotels 
Arizona 
Pre 
the United States 
from as tar east as Syra- 
Ise, N ¥ Some were 


donate d, 


the-ee ntury Stores, bat 


rooms 


and musty attics in such 


Yuma, 


and from all ove 


towns as Bucke ve, scott 
even 

pure hase d, 
stil} others 


others and 


promised “on loan 


» Te day 


store IS a Ye 


Bayless cracker-barr« 
ality His 50x150° re 


“old 


one ot the 


construction of the time}! 


located neat busiest in- 
tersections in 
School Rd 


memory ol 


Indian 
Central Ay In 


father, who ope ned 


Phoenix. at 
and 
his 


such a country 


Joshua, 
1896, it bear the name 


Groce \ Co 


store mn 
Tenn. in 
of J. B 
lo . 
vho have filed past the displays 


Bay less 


the great 


trean ol liewers 


Iree ple kles, crack 
offered the 


doors to Isitol 


1957, 


April 1959 + co . Ol 


and sampled the 


ers and popeorn Since 


its 


store 


opens d 


free of charge in late February 





the exhibit building represents a 
generous, civic-minded gesture by 
the Bayless organization 

> That it is However, 
it also is part of a long-range plan 
by the ad men in the chain, Gordon 
Mell, Robert Stults, et al, to drama- 
tize and personalize the 
trademark of “Your 
Grocer.” 


and more! 


firm’s 
Hometown 


The novelty and colorfulness of 
the undertaking was brought to the 
attention of the local press. Result 
free publicity reaching residents of 
the Bayless chain’s shopping area 
and even beyond. Messrs. Mell and 
Stults saw to it that the booster- 
minded Chamber of Commerce also 
became aware of the exhibit’s po- 
tential. In addition, a three-page 
explanatory brochure was _ pre- 
pared for distribution to the ex- 
hibit’s visitors 


> At the opening, Mr. Bayless, his 
ad staff and his department heads 
put on quite a show. Decked out 
in period costumes — crinolines and 
high button shoes for the ladies 
and long black protectors 
and bowler hats for the men they 


sleeve 


greeted the public, put on checke1 
game demonstrations, “waited on’ 
customers, chugged about in_ the 
1909 restored Ford, et 

Ample space in the chain’s regu- 
weekly 
ad was given to pictorial announce- 
ments of the Country Store’s open- 
ing alongside the trade- 
representation of “Bayless, 
Your Hometown Grocer.” After the 
initial fanfare of publicity, this was 
modified to a twice-weekly inser- 
tion 


lar, five-times newspape! 


cartoon 
mark 


Next, the ad men turned to the 
individual stores in the chain. Bob 
Stults did the art work on a 28x44” 
window poster invitation to the 
public, which was then “farmed 
out” for reproduction by silk screen 
process. Each store therefore was 
able to capitalize upon the atten- 
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Old-time Grocery Store 
the century atmosphere, 


stove. Old-timers get nostalgic 


tion and acclaim accorded the 
Cracker Barrel exhibits. 

Finding that this poster lent it- 
self readily to reduction, Gordon 
Mell then had a zine etching made 
for ready insertion in the chain’s 
newspaper ads. 


> Another phase in the planning in- 
volved tieing in A. J. Bayless Mar- 
ket advertising with its trading 
stamp promotion. The exhibit build- 
ing, which is of masonry construc- 
tion but has a rustic-style, weath- 
ered-wood false front and board- 
walk, shares a common wall with 
one of the stamp redemption cen- 
ters for Security Stamps, in which 
Bayless owns a substantial inter- 
est. A Security Stamp ad _ usually 
runs alongside the .Cracker Barrel 
publicity. 

Then again, not only is the exhib- 
it building on a heavily traveled 


Fond memories 
Many a visitor 
remembers the cast 
iron stoves and 


ranges on display 


- The collection of authentic Americana reflects a turn 
with its labeled barrels, apothecary supplies and pot-bellied 
youngsters amused; all build goodwill for Bayless 


of 


four-lane thoroughfare, but it is 


also part of one of the city’s busiest 
shopping centers. A hop-skip-and- 
jump away is the ten-checkout No. 
17 market, one of the go-getters in 
the Bayless group 


> If anything, the Country Store, 
while lauding old-time cracker bar- 


rel congeniality, subtly tends to 
point up the advances made under 
modern food merchandising. One 
has but to view the early sugar cane 
grinders, coffee roasters, balance 
scales, kraut cutters, candle molds, 
wooden bread slicers, tea canisters, 
shredders, etc. to appreciate the 
conveniences and advantages of the 
modern Bayless super nearby, ac- 
cording to Adman Mell. 

A small part of the cost of oper- 
ating the exhibit building is cov- 
ered by offering a limited numbe 
of souvenirs and old-time style can- 
dies for sale. On several occasions, 
a few items like horehound drops 
and licorice twists sold out in short 
order and had to await reorders 
from distant candy specialty com- 
panies. Souvenir merchandise in- 
clude derbies, walking canes, and 
Confederate and Union caps. 

The old-time store may _ be 
“dated” in contents and appearance. 
However, there is nothing stodgy 
about the way in which it is being 
presented to the public by Bayless. 
It is showing how sentiment, civic 
interest, and showmanship can be 
joined to develop in the public’s 
mind a modern firm’s identification 
with old-time friendliness and 
courtesy of service. 44 








TTHEN YOU FIRST see dazzling new 
\\ Springhill Bond, you sense your eves 
are playing tricks on you. It’s so white! 
Then you hold a sheet to the light and 
you're really amazed. No watermark! 

The truth is, new Springhill Bond is 
whiter than any other unwatermarked 
bond paper on the market. A well-known 
research lab proved that new Springhill 
Bond was measurably whiter than salt, 
chalk, even surgical cotton! 

But this remarkable new paper is more 
than just white. It’s level and uniform, 
too. And crisp. Just try to pick up a sheet 


without making a crackling noise! 


INTERNATIONAL PAPER 220 cast 42na Street, New York 17, N.Y. 


Dazzling new SPRINGHILL. BOND is 
actually whiter than pure white salt 


—YET COSTS NO MORE THAN “OFF-WHITE” BONDS! 


Compare Springhill Bond for whiteness, 
finish, opacity, and “crackle.” Once you 


do, you'll recommend it. 


Extremely printable 


We insure excellent results every time by 
cutting a sample ream from every reel 
and having it tested on actual printing 
presses Springhill Bond is made to order 
tor offset and letterpress printing 

New Springhill Bond and Mimeograph 
are available in white and six colors in a 
complete range of stock sizes and weights 
The Springhill line is also available in 
Duplicator and Ledger papers 


Apris ivy? °° Cadell - Tt 

















Look tor this attractive new design. Handy 
zip’ openers on S'2 x Ll reams. All cartons 
polyethylene-lined to control humidity 
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How to Buy 


A new deodorant product with 
a brand new method of application, 
completely unfamiliar to the public, 
created double trouble for Bristol- 
Myers marketing men back in 1955. 
By now, of course, the marble top 
rolling action invented by Bristol- 
Myers for Ban is familiar to vir- 
tually anyone who isn’t deaf or 
blind and has received that sincerest 
form of flattery—‘imitation”’—many 
times over 

But back in 1955, it was a matte 
of devising a way to actually show 
the consumer what the new roll-on 
applicator was and how it worked. 
A further disadvantage from the 
marketing point of view was that 
when the cap was on the Ban bot- 
tle, the new roll-on top could not 
be seen at all. So the package itself 
could not be relied upon as an edu- 
cational sales tool. And to top it all 
off, Ban was introduced in the 98c 
size only and was in competition 
with the 59c products already well 
established on the market 


> Confronted with this set of prob- 
lems, the obvious media to use 
and the ones which were, in fact, 
decided upon to carry the burden 
of the story to the consumer—were 
extensive point-of-purchase adver- 
tising backed up with a television 
campaign. The reason, obviously, 
was that each of these visual media 
could actually show the roll-on ac- 
tion of the new and unfamiliar ap- 
plicator. For television, this did not 
create too great a problem. How- 
ever, developing a_ point-of-pur- 
chase piece that would do the job 
was a bit more complicated. There 
were several factors to conside 
In addition to the prime necessity 


The Start of It All . . . Hundreds of 
pencils roughs ended up in one which 


eemed effective 
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a Point-of-Purchase Display 


The case history of a nationally-distributed 
product shows how a p.o.p. display was 
relied on to help introduce a new product to the consumer. 


of showing the new roll-on action 
at the point-of-purchase right 
where the customer could put out 
her hand and pick up the package 
there were several other consid- 
erations 
Because of the Ban distribution 
set-up, the point-of-purchase piece 
had to be highly adaptable. Adap- 
table to various outlets drug 
stores, variety stores and supermar- 
kets. And adaptable as to location 
floor bins, both alone and _ in 
combination with other products, 
counter tops, windows and_ wall 
space. All this with motion which 
was, of course, necessary to drama- 
tize the roll-on feature. And the 
price had to be within reason be- 
cause of the tremendous numbe1 
required 15,000 
Bristol-Myers management also 
wanted to preserve the quality 
image of Ban at the point-of-pur- 


chase insisted upon getting away 
from the traditional and done-to- 
death illustrations of “unsightly 


armpits.” Before developing the dis- 
play illustrated here, the company 
tried a more conventional cosmetic- 
type display which, they say, didn't 
go over at all with retailers. Then 
they went to work on this one 


> A vital element in the success of 
any point-of-purchase program 1S 
imbuing salesmen with that old time 
religion about getting the material 
out of the garage and up in the 
stores. To dramatize the new Ban 
point-of-purchase program to thei 
salesmen the company used three 
techniques 

First, at a two-day sales meeting, 
they kept the display under wraps, 
literally covered with a bright yel- 
low drape till the end of the second 





day. At which time voila! off 

came the cloth and, according to 

company spokesmen, up came the Ready to Go . . . Packaging is alway Finished Display . . . Tu 
salesmen to a standing ovation Stuff an important rt the 1 


April 1959 + co © 35 








34 ¢ Signs & Displays 






There’s more 





toa 


DISPLAY 


than meets 





the eye! 





@ The success of any display de- 
pends on many factors. Appearance 
is just one. You can see it. And ap- 
pearance would be easy to see, 
above, if we hadn't covered the dis- 
play to prove this point: There are 
many other important factors, most 
of which you cannot see. . 
with the wraps removed. 
You couldn't see, for example, 
the many hours of planning by ex- 
pert designers that make this dis- 
play appeal to retailers because it 
suits their store. Nor could you see 
the years of experience with thou- 
sands of Point-of-Sale problems that 
make this display the best answer 
for one particular advertiser's prod- 
uct and merchandising methods. 
This same careful planning by 
our Design Department can solve 
your next display problem. 







.- even 



















INDIANA WIRE & SPECIALTY CO.; INC. 
DALY & SHELBY STS. INDIANAPOLIS 2, INDIANA 
Manvtacturers and Designers of Displays from Wire 
in Combination with Other Materials Since 1945 























Detailed Instruction al BR 
A clear diagram made 
ure that the unit 
was properly 


set up 


sales managers’ dreams are made of! 

In a weekly digest to salesmen, 
there appeared a constant series of 
reminders to get those displays up 
in retail outlets. And finally, suc- 


cess stories concerning the displays 


sent in by the salesmen themselves 





In Actual Use . 
the ways it was used 


. The display in one of 
Here it went on 
top of a supermarket counter 





were run in the regular monthly 
salesmen’s publication 


> Retailers took to this new display 

over 15,000 of them were placed 
in the various kinds of retail outlets 

Why did retailers like the dis- 
play? First, it kept a high profit item 
moving out of the store — a major 
function of any point-of-purchase 
advertising. It is an elegant looking 
display with its rich red back- 
ground, and the modern looking 
pink, black and gold Ban container 
gently moving back and forth while 
the “marble” moves in the opposite 
direction, simulating the roll-on 
motion. It dressed up the store 
created excitement which retailers 
are learning is an important factor 
in keeping customers coming back 
and buying. 


> Edward 
marketing, 
“There’s no 


director of 
Bristol-Myers states, 

doubt that point-of- 
purchase advertising contributed in 
a major way to making Ban number 
one in national sales in two short 
years, and in keeping it ahead.” 44 


Gelsthorpe, 





Display Field Variety 
Shown in New Catalog 


The many promotion possibilities 
offered by retail display materia! 
are amply illustrated in a new 
alog from the Pollack Post: 
vision, Pollack Printing Cor; 
falo, N.Y. 

Covering promotion events 
retailer from Spring through 
the Pollack catalog covers mate- 
rials for general and seasonal pro- 
motions including “Retail Co-op 
Promotions,” “Old Fashioned Bar- 
gain Days,” “Mother’s and Father’s 
Days,” “Summertime,” “Back-to- 
School,” ete. 

Also included in the catalog are 
sections on price-marking materials, 
special display equipment, the Pol- 


lack Super Sign Service, and the 
company’s line of “Self-Stick Strip- 
ping.” 

. for more details circle 421, page 131 


2 


3-D Display Letters 
Feature Flexibility 


\ new possibility for the display 
ield is the flexible, three-dimen- 
sional lettering system introduced 
by the Flex-A-Letter Co., Milwau- 
kee. 

Made of rubber composition, the 
display letters can be mounted on 
curved or any other type of irreg- 
ular surface, thus opening up a 
variety of new possibilities in the 
shape of signs. 

They can be mounted by 
of two-sided masking tape, 


means 
glue, 








salesmen to a standing ovation. Stuff an important f 


Buildings 


Display cases 
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Products 


For product promotion in exhibits and display rooms 
Plexiglas 


Are you looking for dramatic ways to attract atten- 
tion when your products are on display? PLEXIGLAS 
acrylic plastic offers almost unlimited possibilities 
in exhibit and showroom uses. 


With transparent PLEXIGLAS, vou can have models 
and product demonstrators that give a clear view 
of internal parts and their operation. PLEXIGLAS is 
highly resistant to breakage —useful for display cases, 
background panels, protective guards and partitions. 
In translucent colored form, PLEXIGLAS can be back- 
lighted for completely luminous, attention-arresting 
settings and signs. The applications shown above 
are just a few of the many exciting ways that 
PLEXIGLAS can help you in product promotion. 


Whatever your specific exhibit and display require- 
ments—get in touch with your Authorized PLEXIGLAS 


ad 





Dealer for helpful advice. He has complete stocks of 
flat, corrugated and patterned sheets . erystal- 
clear and in translucent or transparent colors. He is 
listed under PLEXIGLAS in the Plasties section of 
telephone directories in major cities 


In Canada: Rohm & Haas Co. of Canada, Ltd., West Hill 
Crystal Gla & Plastics, Ltd., Toronto 


EM ROHM ¢ HAAS 
COMPANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


_ YUUR AUTHORIZED PLEXIGLAS DEALER 


PROMPT DELIVERY * TECHNICAL ADVICE 


¢ FULL RANGE OF SIZES AND COLORS 


Anril 19590 . es e 3 








MOTION G ; 


DISPLAYS 
to stimulate Maus 
the “buy e-motion”( \ 1 
...use TRIANGLE’S / 


faey } | S 





TENS OF THOUSANDS USED SUCCESS- 
FULLY BY DISPLAY MANUFACTURERS! 


Triangle’s “Lazy 


Susan’ 
are only 5/16” thick; 
cessed to only 1/8 

revolving 


Bearings 
can be re 
help solve 
display or turntable 
problems at low cost. 3”, 4”, 6”, 

sizes. Light or heavy weights 
swivel easily on ball bearings in 
large race. All steel, stamped and 
interlocked construction—no parts 
Write for full information 


WHIANGLE MANUFACTURING co. 


t Oshkosh 


to lose 


Wisconsin 





ANNOUNCING 





New Free Catalogue 


Write for your copy of the new, 32 pp. 
AdverLog in full color, illustrating more 
than 200 syndicated direct mail and 
sales promotion formats. 


The new AdverLog contains photo re- 
productions of AMA's well-known line 
of flash bulletins, illustrated envelopes, 
jumbo cards, miniature cards, Adver- 
Pullouts, Peek-O-Lopes, and other nov- 
el mailing formats. 


American Mail Advertising 


INCORPORATED 


610 Newbury Street 
Boston 15, Mass. 
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rubber cement, tack, ete., and can 
be quickly removed and used again 
Flex-A-Let- 
durability for 


hollow 


for other applications 
ter reports extreme 
the letters despite a 
and 


con- 


struction, extremely _ light 


weight 
They 


require no maintenance 


mia) mA 


other than 


desired color scheme and are wash- 


able. They are 


paint-spraying tor the 


available in fouw 


and eight-inch sizes, in complete 
fonts. 

Complete information is available 
from Flex-A-Letter Co., 1803 E 


Bradford, Milwaukee 44 


nA TRADER sinoer 





The World in Our Window .. . Novel traffic-stopping display for Auburn Office and 
juipment € Auburn. N. Y feature } rid lot ry A feet in diamete hat 
e ft trudin throu k th A ecre the tw 
tre r that nab! the | t ¢ r 1 t ide t the “ iow witt 
ron ih Tie-ir right itive in t 


Novel Product Displays 
Detailed in Folder 


illustrated folder showing foun 


types of novel displays is available 


from Nesbit Industries Inc., Mil- 
waukee 

Covering both animated and 
hand-decorated displays, the fold- 


a Christ- 
animated 
Santa, a hot-weather vodka booster, 
and a 


er includes dese) iptions ol 
ias Perfume Tree, an 
roundup time display for 
children’s shoes 
Prices and construction details 
are included for each display shown 


for more details circle 422, page 131 


P-O-P Materials and Ideas 
Assembled in Display Kit 


A magnetic 


qaow, counter o1 


display kit for win- 


showroom use has 


been introduced by the Americat 
Display Co., Dayton, Ohio 

With art and copy designed fo 
individual requirements, the kit also 
contains magnetic bases, metal rods, 
and display cards in a variety of 
shapes, S1Zes and colors 


Additional 
able 


. for more details circle 423, page 131 


is avail- 


information 


‘Do-It-Yourself’ Flocking 
Developed by Cellusuede 


A “Suede King” Master Flock 
Kit that needs no more complicated 
equipment than that of a tank-type 
vacuum cleaner or small air-com- 
introduced by 


Rockford, 


pressor, has been 


Cellusuede Products Inc 


1) 


The kit contains a flock gun, six 


colors of rayon-flock, aerosol can of 


adhesive, squeeze bottle of adhesive, 





Pa 
3 





The illustration on the front of this in- 
sert was featured in a recent American 
Cyanamid advertisement. The head- 
line in this ad read — ‘‘Cyanamid 
Chemistry gives new color to your 
Easter outfit”. The body copy begins: 
“Easter is traditionally a time for new 
clothes for all the family. And what 
would they be without color — color 
to make them bright and gay as the 


season itself?” 


BECKETT H1-WHITE gives new color to 
your printing. This extraordinary paper 
gives an impression of dramatic, start- 
ling brightness . . . yet it has a roseate 
undertone which creates a feeling of 
warmth. It accentuates white areas 
(note the beautiful whites in the little 
girl’s hat, collar, gloves, etc.) but it 
also imparts extra sharpness to type, 
produces an effect of deeper tone to 
black and to colors. 


THE BECKETT PAPER COMPANY 


Makers of Good Papers in Hamilton, Ohio, Since 1848 


PRODUCTION NOTE: 
The illustration on the 
reverse side was produced 
by offset lithography, 
four-color process. 
Separations were made 
from an Eastman Kodak 
Type C color print. 
Printed 8 up on a 
one-color press. 


This is BECKETT HI-WHITE, Coral finish, 100 Ib. 



















one stencil knife, and a shaker top 
for flocking small objects. 


Also included in each kit is a 
counter display card and an in- COMP I bh i e 


struction booklet. 

Complete information and prices YOUR 
may be obtained from Cellusuede 
Products Inc., 500 N. Madison St., 


Rockford, Ill. CAMPAIGN ees 





Right at the Point of Purchase! 


The sales clincher is at the 
point-of-purchase! Sb 
Get the “‘last word’’ to the A 
consumer right where the 

sale is made. 


Tailored to your media cam- 
paign, Hutcheson P.O.P. dis- 
plays, shelf talkers, motion 
units or other eye-catchers are 
proven sales activators. 





Skilled craftsmen and creative 
designers turn your ad themes 









Pilfer-Proof Display Pens packaged into dollar signs. Estimates 

in fold of card leaves them visible, ac submitted without obligation. 

cessible, but hard to pocket Write today! f 
MOTION UNITS © CUSTOM DISPLAYS een 7 

New Pilferproof Display DECALS © POSTERS. © 3-D PLASTIC 

















Ends Vanishing Profits 


E> 









A counter display that offers top 
product visibility and low pilferabil- 
ity has been introduced by Scripto 








Inc., Atlanta, Ga. 517 So. 14th St. 
Called the Scripto service station, Omaha, Nebraske 


the display contains factory-tested 
ball pens sealed on individual cards 
that are almost impossible to pocket. 
The colorful cards display easy-to- 
read prices, and complete product 
information 44 








Die-Cut Tape Developed 
For Economical Signs 














BY APPOINTMENT FOR 


National Biscuit Co., Westinghouse, Kraft Foods, 
U.S. Department of Agriculture, Citizens Southern 







A variety of plastic vinyl letters 
and numbers on pressure-sensitive 
tape has been introduced by M & C 
Products Co. 


Designed to eliminate the need 






National Bank, and many others! 


' PROMOTIONAL HATS 


4 

es in a tradition of quality workmanship and crea 
~v 
7 


















of painting and stenciling, the num- tive ingenuity 


— 


y Novel Ideas Developed Especially For Your Firm 


ARLINGTON HAT CO., INC..." 
April 1959 - @p- 1 


bers and letters are made with re- 
movable butterfly backing on self- 
sticking tape. They are available in 
nine colors; stock sizes range from 













PTS FS BPR EE FEET PEE Ee, Ne ee Frere, 2 












rr 


3” to %”. The three-inch letters 
















come in packages priced from $1.18 
to 95c. Large quantity prices are 
available. 

A leaflet of mounting instructions 
is available. 


. for more details circle 424, page 131 


New Brochure Describes 
Plastic Display ‘Kids’ 






Jantzen puts the “Sell” back into retail selling with a KCS a Bae eo 
* mee : ; 5 ‘Spritely Kids” for display use 
sales-engineered” display. Here is a demonstration in nd 

. are illustrated in a plastic manikin 


dimension that doesn’t rely on sales clerks to answer the brochure from L. A. Darling Co 


prospect's all-important question — “How will it look on Bronson, Mich 
me?” Result — thousands of key retailers have put this The “Kids” cover all age groups 
display into selling action from toddlers to high school grad- 


in their departments uates. All plastic figures are rein- 


; . forced and have removable rubber 
increasing Jantzen 
















arms and a choice of metal or glass 


Accent sales. This is a bases. The girls feature natural- 


typical KCS display looking, removable rayon wigs. 
case history — repeating Also included in the folder are 
successes enjoyed by illustrations of four all-rubber baby 


manikins ranging In sizes from 6 to 


over 500 top companies. 
| I 18 months 


Join this successful - for more details circle 425, page 131 
group by having your 
next display “sales- Big Custom Displays Ideas 


. engineered” by KCS. Shown in Customer Folder 





















nies 
— ‘ 
Four large displays designed fo. 
nal . 
national companies are featured in 
“accent” the new “We, Too, Are Spacemen” 


with fantastic JANTZENAIRE PADS folder from The Displayers Inc., 
: New York 

Among those customer exhibits 
featured in the folder are a 20’ size 
for Ciba publications for use at 
medical conventions; a 40’ exhibit 
for S. C. Johnson Co. to use at 
stockholders meetings as well as 
conventions: a 10’ to 40’ General 
Foods exhibit designed for use at a 
home economics convention: and a 
4’ to over 100’ flexible exhibit for 
American Optical Co 


. for more details circle 426, page 131 





Want News? ALUMINUM BE ANKS 


Factory to You! 


1 ? 
1! nfo rm atio n a *Tackers *Real Estate * Traffic Control 


*Circles * License Plate * Steel * Aluminum 


Call on Burrelle’s for clippings from ©32 Ga.to 14 Ga. * All Sizes, Shapes, Colors 

daily or weekly newspapers (on 
. sertioi THE YARDER MANUFACTURING CO. 

a agg gy pa 725 PHILLIPS AVENUE, TOLEDO 12, OHIO 

one reading room. Staff of 250. Our 

service is PROMPT . . . THOROUGH. 


Wy . INVISIBLE INK 








Y Est. 1888 ' _ PRINTING 
PRESS CLIPPING BUREAU ~, fy) +" GETS RESULTS! 
165 Church St., New York 7, N.Y ¥ sa En 
Phone BArclay 7-5371 nie eee = wwe 
14 E. Jackson Blvd., Chicago 4, Ill. — WA 2-5371 . eee ee 
N. Crescent Heights Blvd., Los Angeles 46 e = i Didn't YOU bring the copy, either? 
—o PHONE Oldfield 6-0304 es 
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Lightness Personified Travel Promotion 
Not a trick, this feather, by Arrow Corrugated, printed in four 
Display Associates, Philadelphia, colors on white liner, is 


was practical and inexpensive from Container Corp., Chicage 


















A collection of bright > Point of-purchase is playing an increasing role in the marketing 
° ° picture. It is being called upon to do more things at lower cost. To 
ideas in actual use 


meet the demands of the market, designers and producers are being 
by national and local forced to explore new techniques and materials and, at the same 

advertisers time, are being given an increasingly large role in the planning of 
sales promotion programs. 

The examples shown on this and following pages are typical of 
the best p.o.p. material being produced today. The represent pro- 
ducers from coast to coast and advertisers in many product lines 
Each represents an ingenious and imaginative solution to a problem 
of sales at retail. 

All are worth careful study by anybody whose products sell at 
the retail level. 


.-..more photos on pages 44, 45, 46, 47, 48, 50, 


Su 


Enter CORTLAND'S $25,000 
ii 


2 
is 


AN SWEEPSTAKES 


to buy! Notting 


aaa) 


ei) a Forecaster 
aD Oe a 








One-piece Mobile For Product Stacking Demonstrator in Action 

No costly hand assembly is great Armour pole display permit Actual sample furnishe istomer 
virtue of patented display from 48 tack of product in 98 interest. Arrow wobbler provide 
Great Lakes Press, Rochester, N.Y Display by Ketterlinus, Prim¢ Pa motion. By Chicago Show Printing ¢ 
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signs & 


comments 


Bright new ideas in sign design 
developed by the Mulholland- 
Harper Company 





Internally-illuminated Plexiglas Box 
Signs for Ward Baking Co. (above) 
capitalize on company's clever 
Emily Tip TV spots. Simple design 
and bright colors attract attention. 


FOR CLEANER ENGINES! 





Three-dimensional service station 
sign (above) manufactured by 
Mulholland-Harper features Sun 
Oil's motor oil and Fram oil filters. 
Vacuum formed of durable plastic, 
sign mounts quickly on wall, win- 
dow or rack; stimulates sales of 
both products. 

Another Mulholland-Harper idea 
that's catching on is using Thomas 
Truck Poster Holders to take ad 
vantage of free advertising space 
on truck side panels. They hold 
posters firmly on all four sides; 
even newspaper ads or paper 
posters can be used. It's no longer 
necessary to use expensive card- 
board posters. Advertisements or 
posters can be changed in less than 
60 seconds simply by lifting spring- 
loaded side moldings. Construction 
is heavy-gauge aluminum. 

Write for information on these and 
other M-H sign ideas. 


MULHOLLAND-HARPER COMPANY 


Halt a Century of Sign Design and Manufacturing 


9808 TACONY STREET, PHILADELPHIA 24, PA 
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Slap, and Up It Goes... 
plication, these 
in books that fit a salesman’s pocket, 


For easy ap- 


product replicas come 


and are on pressure-sensitive stock. Pro 
Topflight Corp., York, Pa 


gucer 








Screenless Picture This 


back-bar display incorporates a 


colorful 
12x19 
plastic transparency by Ullman Gravure 
Brooklyn. The picture is printed on both 
ides of the plastic, and the photogela- 
tin process uses no dots to break up the 


continuous tone picture 


Papier Mache Spectacular . . . Stretch 
ing 14’ in the air, this statue by Timely 
Service, Brooklyn, dominated the store 


Full round, it was also animated 








Premium Promotion . . . This three-way 


set, by Reynolds Guyer, St. Paul, in 
corporates an actual premium in a 
blister pack. It comes in counter r 
floor sizes, and a kit is for salesmen 








—- 
Ao y 
4") 
qm 
os 


i 
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eee clade 
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Patriotic Plastic Premium . . . Plaques Doubles the Purchase . . . Two animated 
and p.o.p. unit were both designed by female forearms helped boost average 
Thomson-Leeds, N.Y. Large and small sale. Same artwork was used in print, 
floor-stands and counter cards all offer outdoor and tv. Designed by Forest Park 
premium. Bases by Interstate-Boochever Products Co., St. Louis 


é 
: 





* , me 9 
Deluxe Beer Bucket Quality gleams Work Center Display High-fashion 
from silver-plated bucket. Scintillating lends an air to tile patterns. Work area 
lights, operated by Hansen motor, attract permits do-it-yourself trials in unit 
attention to trademark. Design by 90x49x21” by Wm Melish Harris 
Thomas A. Schutz Co., Morton Grove, III Greenwich, Conn 


Versatile Kit . . . To make it possible for dealers to fit the display to the condition 
of different stores, this unit consisted of a number of different pieces, which could be 


used in a variety of ways. Display by Einson-Freeman Co., Long Island City, N.Y 






KEEP 
RIGHT 
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What are the 
ingredients 
of a 
good highway 
display? 

You'll get the answers to these and 


other vital questions about good 
highway displays in this new 


FREE HIGHWAY DISPLAY 
DESIGN GUIDE 


WELCOME AND WATCHED FOR 


If you design, produce, and place out- 
door advertising in any form —this 16 
page, full color book is a must! It tells 
you how to make your signs more effec- 
tive and more productive. It gives you 
valuable tips about the signs that sell in 
this important advertising medium. Best 


of all, it’s FREE! 


send for your copy now! 


MINNESOTA MINING AND 
MANUFACTURING COMPANY 
Dept. NC-49, St. Paul 6, Minnesota 


Please send me a copy of your new, free high- 
way display design guide, *‘Welcome and 
Watched For.” 

NAME 

rivTLe 

FIRM 

ADDRESS 

CITY ZONI 
STATE 


iianesora Z 

‘ , 
Mitainc ano ‘SS p 
Manuracrurine COMPANY 


. WHERE RESEARCH IS THE KEY TO TOMORROW 
SAINT PAUL 6, MINNESOTA 
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o Animated Elephant . . . One of a series 
f three, this unit fits on a pole. The 
FAITHFUL elephant trunk winging back and 
forth not nly stor customers, they 
TRADEMARK cause traffic jam according to Crown 
Zellerbach executive Schmidt Litho 
REPRODUCTION | wah ¢ San Francisco, is the pro 
’ jucer 
IN ILLUMINATED 1 
PLASTIC E 
SIGNS Economy with Steel . . . This three 
dimensional all-steel box type sign, by 
Stout Sign Ce St. Louis, closely simu 
lates the higher-priced illuminated plas 
. ‘ tic n Sf ally during the day 
signs of 
success 





LLL 


Knexville,Tennessee 


\ i 


} 
PT la 


Corrugated Mobile This 50” lithographed display can han 3 from the ceilir 
al comes with wire supports to tuck into the corrugations of orange cartons. Pri 


duced by Gugler Lithographic, Milwaukee 


Displays that 
“PIPE -IN”’ 
the Force of 
Your Ads! 


We believe that our fresh approach 
to p.o.p. advertising will really help 
in your marketing programs. 

Our displays use new materials and 
techniques ... expert, inexpensive an- 
imation. 

FREE leaflet describes typical displays 
und quotes prices. Available on re- 
quest. Write... 


@ Mebhil INDUSTRIES, INCORPORATED 


1823 MILWAUKEE AVE. CHICAGO 47, ILLINOIS 
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Low-Cost Wrap-Around Using a Light and Airy . . . The lightness of the 
hopping cart as a_ foundation thi product is emphasized in thi tubular 
lorful display, printed on tough, dura metal display by Arrow Display As: 

and flexible rrugated paper, i ciates, Philadelphia. Each f the five 
effective and inexpensive. Bemiss-Jason helve revolve completely bviating 
Redwood City, C handlir 


We Self 


and other 
/ine beers 








Changeable Pictures . . . More than 3,000 of these units have been installed in New 


York state since 1956, but the redesigned plastic face was added in 1958. Adhesive 
trit mit ¢ han f the ture to keep up with the seasons. Four scenes 
year are planned. Display wa roduced by Tel-A-Sign, Chicag 

Monkey on a Pole . . . Printed on tw Money Tree . . . This eye-catcher, by 
ide this friendly beast, by Zipprodt Copeland Display N.Y hold 24 

Chicag meet the put coming and lipper on Plexigla holder extending 

um 
teal 
~~ 








FREE 


IDEAS FOR 
BUILDING SALES! 
= 


Be sure to 
see us at 


POPAI 
Booth 23 









A terrific new 
catalog describ- 
ing the com- 
plete line otf 
VUE MORE 
display turn- 
tables and 
BREVEL $$ ani- 
mation motors. 
Write for your 
copy today 





VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


AND FOR YOUR 
ANIMATED DISPLAYS 





VUE-MORE CORPORATION 


& Ovemon of BREVEL PRODUCTS 


601 WEST 26th STREET © NEW YORK 1. N. Y 
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Ae P, Versatile Space Filler This series of corrugated 


: cards, in full-color, can be shipped flat, and the 
Displays my aa retailer can arrange to fit the space. Chicago 
Show Printing Co. was the producer 


Half-pint Baskets 
Inexpensive, light 


to assemble 


= 0 
Oo 
7 


> 


e€ units by Concentrated Impact . 10’ high unit, 
chmidt Litho C by Interstate Boochever, Fairlawn, NJ 


ww 


1 Francisco, founc used corrugated, solid fiber, lithography, 
paces near cash gold foil and wire, occupies only four 


registers square inches of floor space 


Designs That Sell through REPETITION... COVERAGE. ..LOW COST 
... COLOR ...and POINT-OF-PURCHASE ACTION 


Metal signs allow advertisers to cash in on all other promotional efforts 
Ss I oO U r. Ss { G N offering constant repetition 


-pin-pointing coverage ...insuring the 


otmpaortry most efficient cost per 1000 ratio... presenting the product and sales 
message in eye catching color... and telling prospects where to buy 
6426 WEST FLORISSANT AVE., ST. LOUIS 22, MO. : . ’ 
If you want more information, write today. 
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»» » More of your signs will go up 


im more places...more often 


if they are self-adhesive Aster VINYL 


Salesmen and routemen like them because they are easier to put up. Just 
peel the back off, press in place. No water, no dripping, nothing to clean up. 
FasCal Vinyl lasts, too. Won't dry out in storage. Weatherproof, 

you can use them indoors and out. Silk screen or print beautifully. 

Try FasCal Vinyl. Also available in chrome and clear. 

Ask your printer or write Dept. A-4 for samples. 


(TTT Fasson Products 


A Division of Avery Adhesive Products, Inc. 
250 Chester Street * Elmwood 2-4444 





* Painesville, Ohio 
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AT THE POINT-OF-PURCHASE 
INCREASE YOUR SALES NOW 
WITH A MOBILE FLOORSTAND 


—™ 


| FF-THE-SHELF 
| PROMOTION 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


Art O-Graph 























MPULSE SALES 
Art production costs 
; drop, earnings go u 
sia Star = Ki rop, gs go up, 
SELF-SERVICE romees ~ ast with an Art-O-Graph. 
MERCHANDISING 4 Render _ illustrations; 
visualize layouts; 
! “drop in’ keyline ele- 
a\ > f SALES ments; capture per- 
~~ ae spectives; metch let- 
. tering; insure accura- 
. te PREMIUM AND cy; fast scaling; elimi- 
PACKAGE DEAL 
aren a ACI E ; EA : nate stats. No trac- 
PENDING t ' RETAILE ings! 
10 Days FREE 
Excellent supermarket acceptance TRIAL—no ob! 
9g at io n, no 
No static displays Easier to move ee if re- 
to build, rebuild into the  high- — 
or remove. traffic locations. 








Write for 


For cartons, cut-cases, packages, =~ folder! 
stacker-boxes, etc. Also equipped nd 

for basket-shelf and pegboard fit- Re 
tings. SUF Tame 


no floor 
space — uses 
head “dead” 


Takes up 


Light Tuna 
= ow 





(WRITE OR PHONE FOR BROCHURE) over- 










Premium Promoter Thi le ec ins 
ft ee... 
2862 Gravois Ave. St. Louis 18, Mo rates the actual premium, whose flash 






Gi J. A. ENGEL, Inc. 
Minneapolis 9 Mina 


FREE CATALOG OF 


Outdoor 
Displays 


Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 





Two-Way Display 





to wall or stand on counter ample are 
ipplied in Copeland isplay unit 


— \Hlustration of two hole kit) 


$4190 





16 PAGES OF 
DISPLAY IDEAS 





Pennants—Flag, strip, panel, spiral, 
and propeller styles. Letter-Banners 

Your own messages in cloth letters up 
to 28” high. Grand Opening and An- 
niversary Displays—for any type re- 
tail outlet. Holiday Decorations—Gay, 
colorful, festive. Also Cutout display 





letters, plastic spinners, stick-on post- 
erettes, nautical display flags, etc. 


ORDER YOUR FREE COPY TODAY 


The Pratt Poster Co. 


5 N. NEW JERSEY . 


NDIANAPOLIS 4 


Integrated Line 
the 


ame theme 


AA 


A serie 


developed 


of pieces 
by 


t 





on 


re 


Gugler 


Exciting new do-it-yourself binding kit, 
simple enough for a child to operate. 
Just insert the pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap into place and in 
seconds you have a real professional- 
looking colorful volume. 


Other models available 


write for free booklet to department AR-4 


TAUBER PLASTICS INC. 


200 Hudson St. N. Y. 13, N. Y. Call WOrth 6-3880 
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Tomy i | 
|  Fun$ a-Cookin PY tid 


9D, ccsm ocenjen cess REYTRIM 





Need a special display effect for 


| sale? Sit back and 





urn plan. produce. and 

















deliver it’ Custom designed 
Reytrim is brilliantly printed in 
from one to seven colors and 
gives you the most for every 
display dollar today 


Our silk screened displays 


Together or Separate The element bo c:a Chia Sala seit Chuls iP i be 
»f this piece can be used a hown or in sparkling dimensional effects a 59d 


smaller groupings. A flasher behind the 






For year-around seasonal dis 


metallic plastic initial odd animation play, let us create a motion unit of more permanent construc- 
s . 2 tion with only minor copy changes to stretch your budget 
Design by Thomson-Leed New York twelve whole months. Reyburn makes it easier for you to 


display to sell to profit! 






ed Ret) 


DIMENSIONAL ME =6THE REYBURN MANUFACTURING CO., INC. 
DISPLAYS ROYERSFORD, PA. areata ee 


another famous name’ uo Zila 


= 
powered by a Ss 


HANKSCRAFT 


Battery-Operated 
COU A Oe Vance): 





/ *McKesson & Robbins, Inc., 






one of the world’s largest 
/ drug supply firms, uses a 
Selling Unit This carton and rack Hankscraft battery-oper- | 
cr Container Cor Chicn snc i ated rotary motor to power 
3 pari this eye-catching “Merry Give tne 
SEES: TOR Ser HERS: FU OPEL “HON 4 Christmas” drugstore pro- Best | 
motional centerpiece. Like per s 
ie all Hankscraft-powered dis- \4 j 
. \ plays, it runs for weeks ques ‘ 
without attention — mov- an” | 


& ing the message that moves 
the merchandise! 


\ Hankscraft will gladly recommend oe 
the best motor for your particu Scluny 
lar display use. Send us a cutout 
dummy and rough sketch. We'll 
return them together with our re 


port — no obligation, of course! 
- 


XN HANKSCRAFT COMPANY we 
Se DISPLAY MOTOR DIVISION o 


Reedsburg, Wisconsin - 
es oe 
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Motor Driven A. battery-driven 
motor, in thi lisplay by Chicago Show 
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Gugler 


the ame theme developed by 
A 


REVOLUTIONARY PEG-TUBE 


A brand new idea in profit-building displays! 

















BOLD NEW IDEA! 


Now, your products 
move out from cases 
and drawers onto a 
colorful SELLING dis- 
play. Your entire line 
presented to custom- 
ers in the most ap- 
pealing way. 


MANY MODELS 
AVAILABLE 


Stationary or revolv- 
ing floorstands, count- 
er and ceiling units. 
Displays that hook in- 
to peg-board panels 
or clamp to shelf. 
There is always room 
for PEG-TUBE. 


POPIA PRIVATE 
SHOWING 


Of the later models ° 
ask room clerk for our room 
number. Come and 
visit with us, Or 
write for FREE 
CATALOG of ‘'PEG- 
TUBE'’ display 
idecs — AR-3. 


> 


od 
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SIGNS THAT TELL! 


SIGN SERVICE TO NATIONAL ADVERTISERS FOR 25 YEARS 





Write or Phone — We'll take it from there 


bigger sales for you! 


SPACE-SAVING DESIGN! 


No wasted space with ““PEG-TUBE”’. 
Just a few square inches of floor 
or counter space can display your 
entire line. 


A PROVED 
SALES BOOSTER! 


Everywhere ‘’PEG-TUBE”’ 
is used, sales skyrocket. 
It turns browsers into 
customers, sells EXTRA 
units every time. 





The photograph shows the 
fabulous ‘Scotch’ Brand 
Magnetic Tape ‘’Plaid Pole’’. 
Reproduced by permission of 
Minnesota Mining and Man- 


ufacturing Co. St. Paul, 
Minnesota. 
SIMPLE 
CONSTRUCTION! 


It’s easy to erect. 
It’s reusable. 
it’s low cost. 


A. L. LIND CO. 


5036 THOMAS AVE. SOUTH 
MINNEAPOLIS 10, MINN. 





DISPLAYS 
THAT SELL! 


ANOTHER "'HIT DEMONSTRATOR-DISPLAY 
NOW BEING USED BY THE TURNER BRASS 
WORKS — A LEADER IN THE PRODUCTION 
OF PROPANE LIQUID FUEL APPLIANCES 


We Can Help You 
In Name or Product Presentation 


Mir 


SYCAMORE, 





ILLINOIS, 


ESTAS. 1898 @ INC. 1928 


5s Eeerrweewwe ferw-s 


200 Hudson St. N. Y. 13, N. Y. Call WOrth 6-3880 


AV Tn 


P.O. 2 
ES hy 





Unusual Lighting 
color wheel, 


A motor rotates a 
continually changing the 
colors that come through plastic rods 
Unit developed by Thomas A. Schutz, 
Morton Grove, Ill., 


Design Counselors 


and Merchandising 
San Francisco 








Consistent Theme The characters of 
Piel’s familiar tv salesmen come through 
in this jumble display by Schmidt Litho, 


San Francisco 


CTTW 





Historic Display From the collection 


of Photoplating Co., Minneapolis, comes 


this unit, first produced in 1919 
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GETS YOUR PRODUCT 


display produced by = 
SS 
for National Carbon Company 





WHERE SALES ARE CREATED... 
WHERE SALES ARE COMPLETED! 








7 © The goal of any selling program is 
reached only when the consumers money is 
exchanged for a product. 


Our business is making the merchandisers for 
containing and presenting your product... for 
silently persuading the prospects to make their 
buying decisions your sales. 


We put you where sales are created... where 


Sales are completed. Let’s talk it over. Find out 
how we can apply our skill and facilities to help 


ene ADVERTISING METAL 


DESIGNERS AND BUILDERS OF DISPLAY MERCHANDISING UNITS 


DISPLAY GO 


CHICAGO 50 + 4624 West Nineteenth Street / Bishop 2-1242 
NEW YORK 36 + 11 West 42nd Street / LOngacre 4-8255 














UY LPLS 


is the face you turn to the public 


TYPE 


No matter how beautiful the art or how significant the 
message, your advertisement is a complete failure if not 
read. And... more often than not... poor readership 
is synonymous with poor typography. Advertisers and 
agencies know that ATA member firms have the reputation, 
craftsmanship and wide selection of type faces to help 
them produce the finest in advertising typography. Why 


not phone your ATA typographer today ? 


ADVERTISING TYPOGRAPHERS ASSOCIATION 


Executive Offices: 461 Eighth Avenue, New York City 


OF AMERICA, INC. 








IT PAYS TO SET TYPE RIGHT AT: AKRON, OHIO, The Akron Typesetting Co 
The Maran Printing Company BOSTON, MASSACHUSETTS, The Berkeley Press, H. G 
Service CHICAGO, ILLINOIS, J. M. Bundscho, Inc., The Faithorn Corp., Hayes-Lochner, Inc 


ATLANTA, GEORGIA, Higgins-McArthur Company BALTIMORE, MARYLAND 
McMennamin, Machine Composition Co. , BUFFALO, NEW YORK, Sahlin Typographic 
Runkle-Thompson-Kovats, Inc., Frederic Ryder Company | CINCINNATI, OHIO 
The J. W. Ford Company | CLEVELAND, OHIO, Bohme & Blinkmann, Inc., Schlick-Barner-Hayden, Inc., Skelly Typesetting Co., Inc. COLUMBUS, OHIO, Yaeger Typesetting Co 


Inc. DALLAS, TEXAS, Jaggars-Chiles-Stovall, Inc. _ DAYTON, OHIO, Dayton Typographic Service DENVER, COLORADO, The A. B. Hirschfeld Press, Hoflund-Schmidt Typ 


graphic Service DETROIT, MICHIGAN, Arnold-Powers, Inc., The Thos. P. Henry Company, George Willens & Company INDIANAPOLIS, INDIANA, The Typographic Service Co 


KALAMAZOO, MICHIGAN, Mahoney Typographers, Inc. LOS ANGELES, CALIFORNIA, Adtype Service Co., Inc. MILWAUKEE, WISCONSIN, Arrow Press 
MINNESOTA, Duragraph, Inc. NEW YORK, NEW YORK, Ad Service Company, Advertising Agencies’ Service Co 


Typographic Service, Inc., Central Zone Press, Inc., The Composing Room, Inc., Composition Service, Inc 


MINNEAPOLIS 
Inc., Artintype, Inc., Associated Typographers, Inc., Atla 
Diamant Typographic Service, Inc., A. T. Edwards Typography, Inc 
Graphic Arts Typographers, Inc., Huxley House, Imperial Ad Service, King Typographic Service Corp., Linocraft Typographers, Inc., Master Typo Company, Chris F. Olsen, Frederic 
Nelson Phillips, Inc., Philmac Typographers, Inc., Royal Typographers, Inc., Frederick W. Schmidt, Inc., Harry Silverstein, Inc., Supreme Ad Service, Inc., Tri-Arts Press, Inc 
Typographic Craftsmen, Inc., The Typographic Service Co., Vanderbilt-Jackson Typography, Inc., Kurt H. Volk, Inc. / NEWARK, NEW JERSEY, Barton Press, William Patrick Co 
inc. PITTSBURGH, PENNSYLVANIA, Davis & Warde Inc. / PHILADELPHIA, PENNSYLVANIA, Walter T. Armstrong, Inc., Alfred J. Jordan, Inc., Progressive Composition Co 
Typographic Service, Inc. PORTLAND, OREGON, Paul 0. Giesey, Adcrafters / ROCHESTER, NEW YORK, Rochester Monotype Composition Co. / ST. LOUIS, MISSOURI, Warwick 
Typographers, Inc. / SEATTLE, WASHINGTON, Frank McCaffrey / TORONTO, CANADA, Cooper & Beatty, Limited. 
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Writer or Designer... 





Don't Let a Fold 
Stop You Cold 


Sometimes it’s a big step 
from a magazine ad to a 
mailing piece, in both copy 
and in layout, but both can 
be handled if you ap- 
proach the task with logic 
and clear thinking. 


By Walter F. Kohn 


The other day a copy cub came to 
me and said 
“An ad 


into headline, 


itself 


classifies quickly 
illustration, body 
copy and logotype. Sometimes I add 
a coupon or special box. But I see 
it completely before I start. I can 
see a television commercial o1 


radio spot before I 


a 
write it, too 
But now I've got a four-page folde: 
to do I've 


just can’t seem to organize it. Di- 


nevel done one, and I 


rect mail stumps me, and I don't 
know where to begin.” 

This is a problem that may puz- 
zle a good many beginners, as it 
once puzzled me. To say that the 
Iront cover 1S equivalent to a head- 
line, and that the pages should look 
like so many pages of magazine ad- 
vertisements, won't do. It isn’t that 
simple. A good deal depends on the 
way it will be distributed, the peo- 
ple to whom it is addressed, and the 
job it has to accomplish. It has to 
sell, of course; but it has to sell in % 
special way harder than a maga- 
zine ad, but with what seems like 


(but often isn’t) more space, and 


with the physical break-up into 


front, back and inside 


> When I asked my young friend to 
put himself in the 
prospect who 


place of the 
would receive the 
folder, and decide what he would 
like to know first, second, third and 
last, he found himself at a dead end 
But that was my mistake. I had 
gone at my explanation backward 

“When you don’t know where to 
begin or how to go on,” I suggested 
“it may be best to forget about your 
format entirely. Sit down and write 
your copy without considering its 
framework.” 

“How can I?” he asked 

‘Pretend you're writing a lette: 
to a close friend, telling him all 
about the product or service you r¢ 
idvertising. Make it straightforward 
and sincere, give him all the facts 
and do it as naturally and directly 
as lf you were tace to tace with hin 
and telling him about it in the 


course of an ordinary 


“Then, 


conversation 
when you've got it all 
down on paper, it will go a long way 
toward organizing itself. You'll find 

headline somewhe re in youl copy 

and that may well become youn 
With or without illus- 
tration: but don’t decide about il- 
lustration until you have all the 


tront cove! 


text laid out. You may not want 
illustration on the front cover at all 
If you do, weigh it carefully, be- 
cause it’s even more important than 
the illustration in a space ad. Like 
your headline or title, it has to be 
evocative and provocative at the 
same time, and carry the reader's 
curiosity on into the inside of the 


folder 


“Remember: you not only have 


to arouse 


interest; you have to 


arouse so much interest that you 
reader will be forced to turn the 
page. In a magazine or a newspa- 
readet 


per, you turns the page 


when he has lost interest in the ad 
in a folder, he turns the page only 
if and when his interest has been 


heightened 


>’ “Quite an order!’ 

“Right reader has 
turned that all-important page, you 
can tell yow 


Once you 


story just as you 
would in a paid space ad but 
with a few differences. First, of 


cours you must promise you 


reader benefits in the headline on 
the inside spread even if you have 
to paraphrase your cover headlin« 
Next, break up your copy with sub- 
} 


heads and, if desirable, with illus- 


trations. Third, consider the bot 


tom of Page 3 the end of vour stor\ 


and put your product name or logo- 


typ there It's usually advisable 
not to consider Pages 2 and 3 a 
separate pages, but as a_ single 
spread; the reader should take them 


in at a glance and regard them as a 


unit 


’ “So what Nnappens oO! thie Dack 
page?” 

“The re you have a wide choice 
You can back up your story with 
testimonials. You can tell a strong 
institutional message. You can tell 
a price story If your product goes 
through dealers you Cal sell the 
consumer on dealer service and 
our retaile: ill love it! You can 
wind up with a coupon asking fo 
an order or for further information 


You can even ask for an order once 
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more without a coupon. Best of all, 
you can summarize all over again 
the story you've told on the inner 
pages, outlining its salient points in 
rapid fire. But whatever you decide 
to put on the back page, do it brief- 
ly and pointedly. 

“This buttons up your’ whole 
story; and it could be one of the 
best disciplines a copy writer can 
give himself. 

“Of course this back page, too, 
must have a headline, just as pro- 
vocative as the front page, because 
by the time the prospect gets the 
folder, it may be turned over so 
that he sees the back page first. 
Since you have no control ove 
which face will be up (and ordi- 
narily it isn’t worth the labor cost 
to see that every 
with the 


folder goes out 
proper face up), the 
chances of your prospect’s seeing 
the back page first are 50-50. Which 
means that a folder with a strong 
front cover and a weak back cove1 
is doing only half its job 

“One important thing to remem- 
ber is that the prospect sees only the 
front cover, or only the back cov- 
er, or only the center spread, at 
one time. Consequently every page 
or spread should do a complete job 





of selling, or arousing interest, or 
better still, both 


> “But I still don’t see how it lays 
itself out.” 

“Of course not. You haven’t writ- 
ten it yet. Get it down on paper as 
so much copy. Then organize it into 
pages or spreads. Once that’s done, 
the illustrations will suggest them- 
selves, and so will the places where 
you'll want them. 

“In the last analysis, illustration is 
copy, just as text is. The two com- 
plement each other, and once the 
copy and the illustrations are or- 
ganized in the order of their impor- 
tance or logical selling sequence, 
the layout will take care of itself.” 

Inside of a few hours, this young 
man came back to me with the copy 
for his direct mail folder all writ- 
ten, organized, and half laid out. 

“I never realized,” he said, “what 
a stumbling block a fold in a sheet 
of paper could be!” 44 


Slide Film Presents 
Good Ad Typography 


The what and how of good ad- 
vertising typography are presented 


THE 
FINISHING 
TOUCH 


ounds out the quality of an ad or promotion 


piece. It helps register the message with readers, creates 
a desire te or buy. SERVICE Typographers assures you 


of this basic quality through superior typesetting. Be sure 


your next type job 


sets the “finishing touch”... call SERVICE 


“where typesetting is still an art" 


SERVICE typographers, inc. 


723 S. Wells St., Chicago 7, Ill., HArrison 7-8560 
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ATYVAL DOD VICLACLAY 


via examples good and bad in a 
color film strip available without 
charge from the Advertising Typog- 
raphers Assn. of America. 

Entitled “Type Tells the Story,” 
the 35-minute film tells how to buy 
type more intelligently, more effec- 
tively and more economically. 

It will be shown to any interested 
group without obligation. Showings 
can be arranged by contacting the 
association directly at 461 Eighth 
Av., New York 1, or through a 
member typographer. 44 


From England and Italy... 


Designs From Abroad 
Lead New Type 
Showings 


More from 
continue to be made available here, 
in addition to reliable domestic 
sources. England and Italy get the 
spotlight in AR’s latest typeface 
roundup. Here are some of the 
newly available designs: 


typefaces overseas 


Craw Modern 
Brochure 


American Type 
Founders offer a 
four-page specimen 
brochure displaying the company’s 
new Craw Modern. 


abcdefghijklmno 
pqrstuvwxyZ 


Inside pages display Craw Mod- 
ern in functional settings as it is 
used both in advertising and in let- 
terhead design. The back page dis- 
plays specimen lines of the face in 
all sizes from 6 point to 72 point. 
An interesting feature of this page 
is that specimens run to the very 
edge of the page. This is to facilitate 
matching specimen faces to actual 
artists’ layouts for sizing of type. 


- for more details circle 401, page 131 


Microgramma From the Italian 
From Italy foundry Societa 
Nebiolo in Turin 


comes Microgramma, a member of 
the Gothic family made available 
here through Amsterdam Contin- 
ental Types & Graphic Equipment, 
New York. 


ABC DEF GHI 
JKLMNO 


The face comes in five weights 
condensed, normal, extended, bold 
and bold extended. Microgramma 
comes in upper case only. A practi- 
cal advantage of this face is that all 











Books come to life in brilliant color 
bound in new viny! PX cloth 


You can get exciting color telling an important story on hard-bound 


books bound with Du Pont’s new vinyl “P X’’* cloth. No other book 
binding material in use today gives such superior printing qualities 
and is so long-wearing 


The reason lies in Du Pont’s exclusive vinyl impregnating. New 
vinyl “PX” cloth offers a uniform printing surface that gives a better 
lay of ink, excellent adhesion and sharp detail. Its clean, white surface 
reproduces true color. You'll find that Du Pont Vinyl “PX” cloth is 
fully compatible with inks and lacquers used in lithography of pyroxy 
lin bookeloth. Offset inks for work on paper may not be suitable. 


Tests prove new vinyl “PX” cloth is 10 times more scrub-resistant 
than pyroxylin materials of the same grade. Bindings stand up to rough- 


est handling—resist breakdown at hinges and corners. 
Write us on your letterhead for full information about exciting new 


vinyl “PX” cloth. E. I. du Pont de Nemours & Co. (Inc.), Fabrics 
Division, Department VI, Wilmington 98, Delaware. 





and are Du Pont'’s registered 
iain narks for ils vpregmated and: €04 uted book 
ding materials P atent for “PX' th has be 


applied for 


Px*® CLOTH 
AND 


FABRIKOID® 


ee 


Better Things for Better Living 
RP eT led 


ADVERTISEMENT 








AGENCY REPORTS BIG 
RETURN FROM PUBLICITY 
DISTRIBUTION SERVICE 


Chicago—Publicity releases issued 
through a packaged publicity distri- 
bution service has proved to be one 
of the most effective ways of obtain- 
ing use of clients’ material in both 
radio and newspapers, according to 
Charles O. Puffer, president of the 
Charles O. Puffer Company, Chi- 
cago advertising and public relations 
agency. Commenting on this tech- 
nique ol reaching newspapers and 
radio stations, Mr. Puffer said today: 
‘Several years ago we started using 
the complete packaged publicity 
distribution service of Special Cor- 
respondents. We have continued to 
use the service in making weekly 
mailings to newspapers and monthly 
mailings to women radio program 
directors all over the nation. Returns 
on these mailings have exceeded oun 
expectations We find this to be the 
best service to assure clients the use 
of their public ity mate rial.” 

An important exclusive feature is 
that this service has a special list of 
weekly and daily newspapers that 
are continually requesting matted 
editorial material. This means there 
is no waste distribution of publicity 
material 

Another advantage of the service of 
Special Correspondents, Inc., 230 
East Ohio Street, Chicago, Illinois, 
is that an advertising agency is re- 
lieved of collecting newspaper clip- 
pings and of obtaining proof of use 
of material by radio stations. All 
that is done by Special Correspond- 
ents. For information on how Spe- 
cial Correspondents can help you, 
write Bob Maxon, President, 230 E 
Ohio St., Chicago 11, Ill 


Improved! Larger 


copy-fitter 


68 PAGE EDITION 
with most complete index of 
lowercase, caps, small caps 





ee v $595 


1560 type faces 4 to 24 pt. 
Fast, accurate, DIRECT VISUAL CONTROL 


Streamlined Copy-Fitting makes it easy to fit 
type like an expert. Thousands of users — en- 
dorsed by graphic arts leaders. Plastic bound, 
with all seales needed for copy-fitting in the 
precision die-cut Vinylite type-casting gauge 
Your best buy for $5.95! Money-back guarantec. 
Order now at art supply stores or direct 


ARTHUR F FF 


in AR for May... 
Mailing 18,000,000 Catalogs 
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five weights within a given body size 
are of exactly the same height. 

A specimen folder, available upon 
request, devotes a page to sample 
showings in each weight. Sample 
lines as well as complete alphabets 
are listed on each page. 

- for more details circle 402, page 131 
Versatile A brochure featur- 
Amanda ing Amanda, a 

script type from 
the foundry of Stephenson Blake & 
Co. Ltd., Sheffield, England, fea- 
tures reprints of ads employing this 
face. The last page of the eight-page 
booklet is devoted to specimen 
showings of the type in sizes from 
12 to 54 point 


SFRL abcdefy 


The remainder of the brochure, 
devoted to examples of the type in 
use, includes reproductions of a 
playbill, an invitation and a_ book 
illustration as well as various ads 
As further documentation of its ver- 
satility, Amanda is shown in com- 
bination with halftones and othe 
type faces 

Stephenson & Blake types are dis- 
tributed here by American Wood 
Type Manufacturing Co., 
land City, N. Y 


for more details circle 403, page 131 


Long Is- 


New Italic Also from Stephen- 
Display Type son Blake & Co 
comes a brand new 
face—Narrow Sans Italic. A speci- 
men folder is available from the 
foundry’s American distributo1 


AaBhCcDdEeF fag 


The face was designed to fill the 
need of many typographers for a 
condensed sanserif of italic form 
that can be used as a display type 
in its own right. Narrow Sans Italic 
is also designed to be used with both 
Grot 9 and Condensed No. 7 

The folder displays the type in 
sizes from 8 to 72 point 


for more details circle 404, page 131 


Times New Roman Several 
And Perpetua 


English 
Monotype faces, 
manufactured by 
England, 
available in the United 
States for hand composition through 
Amsterdam Continental Types & 
Graphic Equipment, New York 
Two popula 
Roman and 


Preston, 


Mould Foundry, 


are now 


faces—Times New 


Perpetua—are being 


Times New Roman 


Times Bold 


Perpetua 


stocked by Amsterdam in a full 
range of sizes and weights. A wide 
variety of other English type designs 
is available on special order. 

Times New Roman is stocked in 
roman and italic in all sizes from 14 
to 72 point. Times New Roman Bold 
is stocked in sizes from 10 to 72 
point 

Perpetua is stocked in roman, 
italic and boid in all sizes from 10 

9 


to 72 point. Smaller sizes of these 


faces will be available on special 
ordei 

The distributor will send a speci- 
men sheet featuring one line show- 
ings of Times New Roman and Per- 
petua of one size only in various 
weights 


for more details circle 405, page 131 


Five New Templates 
Added To Leroy Line 


Five new templates have been 
added to Keuffel & Esser Co.'s “Le- 
roy” lettering line 

One, a standard lettering tem- 
plate, is a 912” 
0.05” capitals 
style 

Three othe: 
capitals and numerals only, are 
Spartan Medium (solid and outline) 
in type sizes from 0.24” to 1.44”: 
0.120” to 
0.500”, and Isometric in sizes from 
0.100” to 0.200” 


bers correctly 


long plate that forms 
in vertical or slanting 


additions, all with 


Shadow in sizes from 


with caps and num- 
sloped for isometric 
drawings 

The fifth addition includes sym- 
bols for various types of electronic 
tubes and semi-conductor devices 
It can be used in combination with 
standard electrical symbol  tem- 


plates 44 


New 49-Star Flag Now 
Available In Ad Kits 


Western Newspaper Union, 
cago graphic arts service, 


available 


a Chi- 
is making 
advertising kits featuring 


the new 49-star American flag de- 
sign 

The kits are available either in 
one color mats or in one and two 


color plastic printing plates. Each 
kit contains 39 illustrations of the 
new flag in sizes that can be readily 
adapted to a variety of layouts 

Western Newspaper Union is lo- 


cated 210 S. Desplaines St aa 





Craw Clarendon BOOK 


Meet the youngest member of a successful family 


2 
- 
a 
2 
4 
3 





Prominent figures in the type fashion parade, these ATF 


Craw Clarendons! This paragraph is set in the new Craw Clarendon Book, 
which supplements its bolder companion ...forms a balanced contrast, yet 
retains the dynamic design of Craw Clarendon. Your local ATF Type Dealer 
delivers promptly from stock. Ask him for specimen bro- 
chures, or write directly to the Type Division, American 


Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 
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Printing the 


Big Three Mail 


The second article in AR’s series 
reports on the planning and 
organization required to produce 


From the Binder 


150,000,000 catalogs a year 


60 ¢ Printing, Paper & Platemaking 





Order Catalogs 


By Robert B. Konikow the same types ol presses and the timed and synchronized so that the 


A Managing tdit 


same printers are used to handle signatures flow at the proper rate 
problems that are basically the to keep the binders working steadily. 


Want to sell $1,500,000,000 worth same. Thus equipment tends to dic- On the other hand, such massive 


yf merchandise? All you have to do 


tate the solutions amounts of paper are used that the 
s to print 150,000,000 catalogs a year, Planning for getting the big bool presses cannot get too far ahead of 
nll each with as many as 35,000 dif- on press Starts at about the same the binders. There is just so much 
ferent items ranging from a nickel time as planning for writing and storage space available for stock- 
roller-skate key to a diamond ring designing them. The two aspects ot piling of forms 
valued at more than $3,000, send ; 
+} 


hem out to several million American 
homes, and wait for the orders to 


} 
preparation must gO on Simul- 


taneously, and both are built around ’ The scheduling is probably sim- 


the demands of merchandising. The plest for Spiegel, which has the ad- 
ne rolling in. Sounds simple, but ultimate purpose of the catalogs vantage, from the production as- 
interviews with executives of three the moving of merchandise he pect, of having just one edition, i 


l 
+ 


of the leading firms in this industry creation of sales—is alwavs fort contrast the 11 geographical edi 


Sears Roebuck & Co., Spiegel Inc most in thinking tions issued by Sears and the 9 by 


Montgomery Ward & Co.—indicated Ward’s. Because of this multiplicity 


that it isnt that simple >’ As soon as the buyers indicz of editions, Spiegel’s 3,500,000 copii 


lake just one tact into considera- what space each wants fo! _ is the longest run of a book without 


partment, the printing experts go a basic change Ward's, with its 6 


tion. These three houses use ap- 


proximately 118,000 tons of papel to work to plan the book. Knowing million, and Sears, with 8 millior 
ach year. Gigantic four and five the capacities of each of the presses have some pages that outrun Spiegel 


olor presses roll almost continuous- that is available, the demands ol but these form only 


a small portion 
o meet edition deadlines. Block- the 


merchandise people are broken of the general catalogs. Most page 
bindery machines gather forms down into forms and 


signatures ire changed from edition to edition 
nake complete ( italogs Massive, Here 


I a great many factors must be These changes add to the compli- 
vicked-looking knives neatly trim taken into consideration 


cations of simple, — straight-line 


the edges of fou 1'4”-thick books The most important, for all three scheduling. They arise out of the 


ime. Bundlers wrap the bulky companies, is the efficient use of the demands of merchandising, and art 
and they are sacked and great presses, in particular the mul- partly a recognition of regional dif- 
conveyo Delts to waiting ti-color rotogravure presses While I in demand There no 
and box- these large pieces of equipment art ne to devote as much spa 
in operation that, in its siz highly efficient when they are rur example, to snow suit 1 Florida 
complexity no equal any- ning, and their production rate is so as in Minnesota. Thus merchandise 
1 


re. To tell the whole story of its high the cost per finished selection is different from branch 
inting and pr ction would take nature i low. their make-ready ‘ ranch. In addition, prices 


h more Di han we have time can be expensive. About eight from one branch to another, 


lable. But even the highlights, hours is an avera 


ge time tor mak ally reflecting difference 


material skimn off the top ready on the large full-color ( freigh ates from manufacturers to 


tascinatins te anvbod\ who has that prints a 18-page form rtnink ranch ware houses And 


OCCaSIO!I 


nad anything » do with cat- or the work involved in paring il ere will be ditt rences 


or, indeed th any printing a 5-color heat-set letterpress, whicl 
iction 


ndise itself or in its des 


prints both sides of a 70” web at tl > comes about becaus« 


1200 feet per minute, deliverins than one supplier is used, and 
> Last 


month, when we discussed folded signatures ady r the e slight differences in the item 


and artwork of binde ipplied. While these 1 
the catalogs, v pointed out that Other forms will come, at vary enoug! 


the } 


the design, layo 


nay not be 

: gh to make a real difference ir 

rocedures ot the three com- ing rates, Irom full-color, neat-set value or utility, they can be enough 
panies are almost identical This letterpresses, from two-color and so that the same de scription cannot 


perhaps, even more true of the monotone rotogravure presses, fron be used 
nting and production. Partially, single color letterpresses, from full Since every change means that 


rse, this because many of color offset presses. These must be 1 press must be stopped, the num- 
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The Finish and 
Upholstering are Periect 


ae a in Every Description 


Built upon a GUARANTEED 
Construction of 
Oil Tempered Springs 


The finish and upholstering are perfect in every de- 


Terms: $3.50 Cash, $2 Monthly. 


Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. ee 
And you can have them all ae See a 
if you use Accopress Binder 
covers for your catalogs. 


Terms: $3.50 Cash, $2 Monthly. 


$21.50 
$31.50 


$4 Cash, $2.50 Monthly 


; Old-timer This specimen page recalls the good old days when a dollar went a lot 
Accopress Binders come 


in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 


further than today Dating from the first decade of the century, the phrase 


tarted 
el’'s House Furnishing C 


exactly 


like illustration ff every piece of copy. The company was then called Spieg 


with the motto ‘We trust the people everywhere 


open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 
CcCcO PRODUCTS 
iD NATSER Corpora 


w York 


“You mean 
totam (-3 
large size,” 
quality printing 
in FULL COLOR 

ere MeTitL 
Xe AMAL f 


Yes, prove it to yourself! 


Just call or write. . ——> 


UR me URL b) 
Up to 40” x 60” size! 


BLACK BOX 


2 
BLACK BOX COLLOTYPE 
STUDIOS, Inc. 


AVenve 3-0262 


4840 W. BELMONT AVE., CHICAGO 41 


Representatives in principal cities 
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One 
way of doing this is to assign all 


ber of changes is minimized 
illustration to let- 
terpress, rather than gravure. For 
while you can change the plates fo 
a single page in the former, in roto- 
gravure you must change the entire 
cylinder. On the roto pages, changes 


changes in colo1 


are held, wherever possible, to the 
single cylinder which includes the 
text 

The magnitude of this factor may 
be gathered from the fact that of 
the 1,000 plus Mont- 
gomery Ward general catalog, only 


pages in a 


200 or so are unchanged throughout 
the entire run. 


> There is a 


factor at Sears, as if there weren't 


further complicating 


enough already. Their book is sim- 
ply too big for the binder. The auto- 
matic gathering machines in use 
have 56 stations, but the Sears cat- 
alog generally is made up of 80 o1 
(Ward's with its 
page size and fewer pages, 
has about the 


more signatures. 
large 
number of 
square inches as Sears, but in fewer 


same 


forms.) To get its 
Sears 


signatures. 


bound, 

pre-gather about 30 
This means that the 
scheduling must be planned so that 
these signatures come off the press 
a few days ahead of the rest of the 
book. 

All of this takes a lot of planning, 
of figuring out, of 


catalog 
must 


juggling forms 
and presses and capacities. It may 
require some readjusting of the 
pages assigned to each department, 
and perhaps some reordering of the 
departments within the catalog. As 


in any complicated decision, there 


Is always some give-and-take, some 


balancing of cost against result, 


some weighing of intangibles 


> To permit such flexibility in ar- 
rangements, each of the three com- 
panies maintains very rela- 
tions with its printers. Only a few 
printers can supply both the large 
presses needed and the high quality 
demanded. With these printers, the 
mail order companies have signed 
long-term This 
them of prior use on the presses 
they need, when they need them 
At the same time, it 


close 


contracts assures 


assures the 
printers of enough continuity to 
warrant the tremendous investments 
that these presses require 

While old expire and 
new ones are signed, the basic list 
of printers has not greatly changed 
Currently, the list includes 
the ones being used for the general 
catalogs. These also do most of the 
special 


contracts 


below 


although 
smaller in page size and in number 
ol pages, are 


catalogs which, 


printed in a much 


What Does a Catalog Cost? 


Few people have a good idea of 
the actual cost of a single copy of 
one of the general catalogs. 

Ask your friends to hazard a 
guess, and they will come up with 
figures that run from $1 to $30. 

According to Montgomery Ward, 
$1.80 
for each copy of its general cata- 


the current cost is about 


log 
og. 


... Continued on p. 66 





At the Barash Company’s plant in New York, precision machin- 
ery and modern quality controls combine to produce Koverit 
economically for direct distribution to hook cover manufacturers 
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Whether you present your report or sales promotion materials 
just once or time after time, a handsome, long-lived cover madi 
of Koverite is a practic al way to preserve its neatness 


New Koverite helps you keep the presentation presentable 


Book cover manufacturers know, purchasing agents are 
learning: a presentation cover made of Koverite is a 
sound investment in a good first impression. \t any 
price. The fact is, a Koverite cover costs as much 
as 15°% less to make and less to buy than ones made 


of any comparable materials that match Koverite’s 
flawless quality 


Color clear through Tough to tear, 


Special corrugated container 


Rich-looking, durable Koverite comes in a wide 
range ot permanent colors as We I] as ina handsome 
variety of grain textures that simulate the appearance 
of fine leather. Koverite die-cuts cleanly, and it takes 
screen printing, stamping, and embossing extremely 
well. It is an attractive, rungged, book cover material 


with a sensibly low pric 


Koverite’ =< 


Manufactured and Distributed by 
The Barash ( mpany a divi ion of 


UNITED STATES PLYWOOD CORPORATION 


ay 
| 
I 
I 
I 


-<—<=— 4 


The Barash Company — Dept. AR 4-59 
122 Fifth Avenue, New York 11, N. Y. 


Zone State 


April 1959 
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% Contact the nearest Consolidated Paper Merchant listed here for complete information or 


free trial sheets to make your own comparison test. His service is outstanding and he carries 
a complete stock of Consolidated Enamel Printing Papers. As a paper expert, you can count on 


his sound advice to save you money and trouble on eve ry job. 


Peoria J. W. Butler Paper Co. NORTH CAROLINA 
Peoria Peoria Paper House, Inc Charlotte Caskie Paper Co., Inc 
Quincy Irwin Paper Co. Raleigh ; Epes-Fitzgerald Paper Co 
INDIANA Raleigh The Raleigh Paper Co 
Evansville Butler Paper Company NORTH DAKOTA 
Fort Wayne Butler Paper Company Fargo Western Newspaper Union 
Indianapolis Century Paper Company OHIO 
Indianapolis C. P. Lesh Paper Co Akron The Central Ohio Paper C 
Terre Haute Mid-States Paper Company, Inc Akron The Union Paper & Twine ( 
IOWA Cincinnati The Diem & Wing Paper ( 
Cedar Rapid J. W. Butler Paper Co. Cincinnati The Whitaker Paper ( 
Davenport Peterson Paper Co. Cleveland The Central Ohio Paper ( 
Des Moines Pratt Paper Company Cleveland The Union Paper & Twine Co 
Des Moine Western Newspaper Union Columbus The Central Ohio Paper ( 
Sioux City Western Newspaper Union Dayton The Central Ohio Paper ( 
KANSAS Toledo Paper Merchants, Incorporate 
Wichita Butler Paper Company Youngstown The Whitaker Paper ( 
Wichita Graham Paper Co OKLAHOMA 
KENTUCKY Okiahoma City Graham P aper Compar 
Louisville Graham Paper Company Oklahoma City Western Newspaper Un 
Louisville Louisville Paper and Mfg. Co Tulsa Beene Paper Compan 
LOUISIANA OREGON 
New Orleans Butler Paper Company Portland Blake, Moffitt & Towne 
New Orlea Graham Paper Company PENNSYLVANIA 
Shreveport Western Newspaper Unior Bethlehem Nilcox-Walter-Furlong Paper ( 
MAINE Erie Daka Paper Compar 
ALABAMA Augusta C. M. Rice Paper Compz Harrisburg The Alling & Cory Compa 
Birminghan Graham Paper C Portland C. M. Rice Paper Compar Philadelphia Quaker City Paper ( 
Birmingham The Whitaker Paper Co MARYLAND Philadelphia . J. L. N. Smythe ( 
Viot The Partin Paper ( Baltimore The Mudge Paper Compan Haag COX — Furl ~ Paper ( 
Baltimore The Whitaker Paper Co ittsburgh seneral Paper ( 
aaa Blake, Moffitt & Towne MASSACHUSETTS : Pittsburgh The Whitaker Paper ( 
Phoenix Butler Paper Company Bostor Cook-Vivian-Lindenmeyr & Co. Scranton Megargee Brother Te 
Phoenix Graham Paper Company ngfie Nhitney-Anderson Paper Co., | York The Mudge Paper Cc ympany 
T f Blake, Moffitt & Towne Worceste Butler-Dearden Paper Service, Inc York Quaker City Paper Co 
Tu Graham Paper Company MICHIGAN gh ; : 
ARKANSAS Detroit Butler Paper Compar Providence Cook-Vivian-Lindenmeyr & Co 
Little Rock Western Newspaper Union Detroit The Union Paper & Twine Co SOUTH CAROLINA P 
CALIFORNIA Grand Rapid entral Michigan Paper Volumbia Epes-Fitzgerald Paper Co 
Fre Blake, Moffitt & Towne Grand Rapid nd Rapids Paper Compa SOUTH DAKOTA ‘ a 3 
; Blake. Moffitt & Towne Lansing Weissinger Paper ( Sioux Fall Sioux Falls Paper Co 
ierra Paper Company Ow Weissinger Paper | TENNESSEE 
Blake, Moffitt & Towne MINNESOTA Chattanooga Graham Paper Company 
ierra Paper Company Duluth John Boshart Paper Compan Knoxville Graham Paper Company 
Oakland Blake, Moffitt & Towne Minneapoli Butler Paper Compan Wiempnt ; Graham Paper Company 
Oakland Pacific Coast Paper Com Minneapoli Newhouse Paper Compan npn Western Newspaper Union 
acrament Blake, Moffitt & Towne Viinneapoli The Paper Supply Co., In wile Graham Pape 
an Bernardi Blake, Moffitt & Towne St. Paul Anchor Paper Compar 
in Dieg Blake, Moffitt & Towne St. Paul ewh 


) 


e Paper Compan Abilene Southwestern Pape 
: ham Pape 

in Diego sierra Paper Com MISSISSIPPI uranam F ap 
an Franci Blake, Moffitt & Towne Jackson 3raham Paper Compan a a — 
an Franci Pacific Coast Paper Company MISSOURI a 5 “> a 
nl 3lake. Moffitt & T > it > Mar P > = 0 sfanan ape 
~ Blake, fitt & T See ere Butler Paper Company Fort Wortt Southwestern Pape 
tocktor Blake, NV tt & wre North Kansa Graham Paper Company Houston 7 ’ Graham Pape 
COLORADO Butler Paper Company “ ust . sraham ~ 

Denver sutler Paper pany raha Paper C npany Houston Southwestern Paper ( 
Butler Paper Company : 


Puebl Butler Paper Company 
CONNECTICUT Lubbock Graham Paper ( 
oben San Antoni Graham Paper ( 


Bridgeport Lott-Merlin, Inc Billing estern Newspaper Unior TA 

Hartford Green & Low Paper ( Bi . wstone Paper Company e American Paper & Supt 
Hartford Henry Lit benmeyr NEBRASKA seit Lake City Americar Paper & Supt 
New Have Henry Lindenmeyr & Lincoln Western Newspaper Union It Lake Cit Nestern Ne ae \ 
rate ti Whitney: aderson Paper ( Sait Lak ily western Newspaper | 


Omaha Western Paper Compan 
y VIRGINIA 
DISTRICT OF COLUMBIA . NEVADA 
Washingt \ R. P. Andrews Pape 


- . Lynchburg Caskie Paper Company, | 
ner Blake, Moffit wne n A 

nomDA Reno Bla t & Tow Norfolk Epes-Fitzgerald Paper 
j ite Jacksonville Paper ( New RAB PSAS - . . . Richmond Epes-Fitzgerald Paper 
‘i “ ‘ : f ciel Ps) % »¢ Compa cord ce ye mpany Richmond B. W. Wilson Paper Company 
vial vor grows ys NEW JERSEY 7 
Viami E. C. Palmer & ( Hillside Henry Lindenmeyr & Son a Blake. M 
Orland Central Paper Com Newark Central Paper Company a ae > ( 
Tallahassee Capital Paper Compar Trenton Central Paper Company am ne BI = Moffitt ‘ To 
Tampa E. ©. Fatmer & | a NEW MEXICO t: cas Allied P “ a Ce aa co 
tampa Tampa Paper Company Albuquerque Butler Paper Company cae aon BI hs M * g T aa 
GEORGIA NEW YORK coat wales a er 
Atlanta The Whitaker Paper ( Albany W. H. Smith Paper Corp Charinein 3 
; nnah The Atlantic Paper Compan 2 Wf he Al g . Charleston Copco Papers, Inc 
yavanna I pany iffalo The Alling & Cory Company wiscouane 
IDAHO : 3uffalo Franklin-Cowan Paper Company ac ey a 
2 lake Moffitt & nin , , S Vii ukee snko aper Company 
Boise Bla sl tt » OW ew York The Al ing & Cory Company Milwaukee Standard ree ( ae an 
Idaho Fail American Paper & Supply ( Miiller & Wright Paper Co 0 gue ‘aaaaah pee ; pany 
ILLINOIS York Linde-Lathrop Paper Co., Inc ee 7 aper Company 


WW 
Chicago Bradner Smith & Co a»w York Henry Lindenmeyr & Sons Export Agents - Moller & Rothe, Inc. . New York, U.S.A 
Chicago J. W. Butler Paper Co aw York Majestic Paper Corporation 

Chicago Moser Paper ( New York The Whitaker Paper Co 

Chicago The Whitaker Paper Co Rochester The Alling & Cory Company CONSOLIDATED WATER POWER & PAPER CO. 
Decatur The Decatur Paper House, In Syracuse The Alling & Cory Company Nat 

Moline Newhouse Paper Company Utica 


The Alling & Cory Company ° 5 
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How to become the apple of the boss’ eye... 


(without polishing any) 


It’s easy as apple pie Just give the boss these 


about 29 


( 


delicious facts. Paper costs represent ; 


{ 
of the average printing job. And by switching to 
( onsolidated Enamels, he can save as much as 
2007, without cutting q ality. 

These savings are possible because ( ‘onsolidated 
specializes in the manufacture of enamel printing 
papers. By using its own modern methods, 
Consolidated eliminate several costly manulac- 


turing steps while maintaining finest quality. 


rHE FINISHING TroucH! Ask your ¢ 
Pape Merchant for free trial sheets 
printer make a test run to compare | 


quality, costs. Then watch the boss’ 


Conso 


“ir 
World’s largest specialist in enamel printing papers 


April 








GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 

Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos 


PRICE LIST 
8x10 GLOSSY PHOTOS 
QUANTITY COST 











Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

116-118 W. Ohio St. * Chicago 10, Illinois 

ept. A-4 a. Telephone:M 651 


gar 


AB a a 
Unusual “Idea Art” 


4-COLOR BULLETINS 


anyw* 
you took 


eat tt-- 


ov 
rons 
were 


we roe cores 


Fresh impact for your messages 


with lively, colorful letterhead-size 
formats. Pre-printed with light 
touch art and headline. 22 unusual 
designs. 24 hour delivery 


SEND FOR FREE CATALOG 
IDEA ART 


307 Fifth Avenue, New York 16 
Telephone: MUrray Hill 6-7270 
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longer edition. Unless otherwise 
noted, all these companies are in 


Chicago 


Sears: R. R nnelley & S 


Spiegel: A 7 


Ward's: R 


> As might be guessed from the 
above list of printers who work on 
the big catalogs, all three compa- 
nies use rotogravure letterpress, and 
offset, and in about that order of 
importance. 


@ Spiegel’s catalogs are almost en- 
tirely rotogravure. Part of the rea- 
son is the fact that it has a single 
edition, and once the press is started, 
it normally does not need to stop 
to alter any of the illustrations o1 
text. It does include 24 pages of 
four-color heat-set letterpress, and 
index and order blanks are run by 
letterpress on a catalog print stock 
The cover is printed by offset, which 
is believed by the company to give 
a better, softer effect on the heavy 
stock used, and the quality of colo 
reproduction is considered more 
effective for its purpose. Spiegel 
covers, of recent years, have been 
built around high fashion 


e Of the 1092 pages in Ward’s 1958 
Fall-Winte1 largest 
group of pages—768—is in mono- 
tone rotogravure. Two-color roto 
was used on 24 pages: four and one 


catalog, the 


color roto on 84 pages: 192 pages 
were done by four-color heatset 
letterpress and the four-page cove: 
form was handled by offset. Final- 
ly, the 20 pages of order blanks and 
index was by one-color letterpress 
The main advantage of offset for 
covers, in addition to its softness 
and cleanliness, claimed by the com- 
pany, is its comparatively rapid 
makeready. This permits changes to 
be made fairly late in the schedule, 
and the merchandising experts have 
trouble making up their minds on 
what would be most effective on the 
front cover, one of the most im- 
portant positions in the catalog 


® Sears 1422-page Spring-Summer: 
catalog has 976 pages in mono-tone 
roto: 64 on two-color roto; 40 on 





Delivery End 


stretches out a block to the left of the 


This great press, which 


picture, prints five colors on both side 
f a 70” web at 1700 feet per minute 
Photo taken at Hall Printing 


four-color roto and 168 on four and 
one color roto. In addition to the 8 
pages of order blanks and the 28 
index and general information pages 
done on one-color letterpress, 132 
pages are done on four-color heatset 
letterpress. The Sears cover is done 
by letterpress 


> The emphasis on rotogravure has 
been increasing steadily, year afte: 
year, as has been the proportion of 
color. Way back in 1932, for ex- 
ample, when Sears’ catalog was 
1056 pages, 872 were black and 
white letterpress, and only 56 
monocolor roto 

Except for things like indexes and 
other sections which can get away 
with newsprint or other very inex- 
pensive papers, letterpress is no 
longer used for black and white 
pages. Roto gives better photograph- 
ic reproduction on a less expensive 
stock than is needed for letterpress 

For four-color work, both letter- 
press and roto are being used. The 
ability to make partial changes in 
the pages at lower cost has kept 
letterpress in the running. In addi- 
tion, the number of printers who 
have the skill to handle color roto- 
gravure, and to keep it up to the 
quality requirements of the com- 
panies, has been limited, although 
it is growing in response to demand 


> Offset, at present, does not play an 
important role. Paper suitable for 
lithography, and opaque enough to 
be satisfactory, is too heavy, and this 
is a major consideration with the 
increased cost of postage. In addi- 
tion, sheet-fed offset is far too slow, 


and rotaries have not, as_ yet, 

reached sufficient quality, at least NAME ad 

in the opinion of the printing buy- one stands out 

ers of these houses. However, the ? ) Je a 4 y Sh. .° . 

ability of an offset press to make- for Quality Calatey e Vointing . ee 
( 6 ¢ 


ready quickly, in as little as half 
an hour per plate, is very tempting 
Developments along these lines are 
being watched very carefully 





> Paper is a major item in the 
planning of the mail order catalogs. 
With 120,000 tons used a year, buy- 
ers can and must take a great deal 
of care in selection. The buying 
power, the size of the orders that 
are placed, make mills anxious to 
meet any feasible specification. On 
the other hand, none of the com- 


(U3 J ie >yoadoy o)} 

e 

SAN 2S 58 580 
Rotegravure (Ce. 

panies dare be caught without a 

paper supply. This amount of pape 


cannot be bought from stock. It ROTOGRA V URE 


must be contracted for well in ad- 
vance, to be delivered on a firm 
schedule 


because it gives you the top quality reproduction your 
catalogs and mailing pieces need to do their top selling job 
Only rotogravure faithfully reproduces all the rich color of 
your products . . . their eye-catching textures the lifelike, 
three-dimensional quality of their appearance. For attracting 
and activating buyers, the next best thing to sending actual 
samples is the beautiful reproduction of 


A variety of papers is used 
throughout the catalogs. Cover stock 
is 140-pound coated, for all three 
houses. Both Sears and Ward's use 
a 40 to 45 pound machine coated Henneberry Rotogravure 
stock for the letterpress sections: 


Spiegel uses some as 


elses, some as light as 35 HENNEBERRY 
pound stock. The bulk of the mono- 


— because we have the facilities to handle any job — 
tone roto is printed on a machine . . . 
big or small — with the speed and assurance of quality 
finished stock, which runs from as ion e6ties 
low as 20 pounds up to 30 pounds Y 4 ; ‘ 
A supercalendered or superfinish , Complete Service: 
lial tie teal Da Gath wile sean Henneberry can handle your job from artwork thru 
running 35 to 45 pounds printing to mailing. 


Extreme Flexibility: 
Henneberry is a commercial shop only — no pre- 


scheduled publications to delay your job. 


> In selecting paper, buyers look fo: 
several characteristics. The first is 


a fine quality surface, which will 


Expert Know-How: 
Oe 9 Sey eee oe Henneberry has pioneered in all phases of 
the customer. Interestingly enough, rotogravure since 1924 — constantly improving our 
one expert pointed out that a ma- service and quality. 
chine finished stock is better than 
a coated stock. The clay coating, he Personalized Service: 
said. necessarily has small holes While big enough to handle even the largest 
which swallow the dats of a cdia catalogs, Henneberry applies individual attention 
engraving, making the printed re- for maximum speed and service on every job. 


sult somewhat splotchy Consult your Henneberry “Roto Rep” on your current catalog or 


other printed job — he'll be glad to show you how Henneberry 


Rotogravure can save you money and give you finer results 
chandise is disturbing, and hurts than any other method. 
the over-all impression of a well- 


designed page. But opacity fights a jock Niirdecsaeert 


constant battle with weight. It can 
be achieved, but often at the ex- 


Opac itv 1s an extreme ly important 
factor. Any show-through of mer- 


President of Henneberry Rotogravure Co., 
says, ‘Il can guarantee you the 
personalized attention that will get 

pounds in the millions of copies run 


your job delivered on schedule — ee 
} ° 
on even including those last-minute 
Price is, of course, a factor, but 


changes!” 
the cost of the paper is only part of 
the cost of the catalog. If a few ® Catalogs ° Brochures ® Booklets e 
cents more for the paper in a cat- e Literature e 1 to 4 Colors 
alog will result in saving more than 


that in postage, or perhaps in speed 
of printing, or in increasing the 0 ogravure 0. 


sales impact of a page, it is worth 


“é = > ” 
it as an over-all investment. Rotogravure is our middle name 


6441 North Ridge Avenue e Chicago 26, Ill. ¢ HOllycourt 5-6626 


pense of ounces which add up to 


Mailing Pieces 


> All the binding of all three gen- 
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f r eral catalogs is done at two of the 
printers: Hall and Donnelley. In 
the months of production the bind- 
eries are turning out three to four 
hundred thousand copies a_ day, 
taking all the three catalogs to- 
gether. 


the “‘selling-est’ displays 


are powered 





by dependable 


na BLACK And once the first book of each 
company rolls off the binder, and 


a 
o . 1 the mail bags start leaving the 
ase i ; printer, everybody breathes a sigh 
of relief. For not only is anothe: 
TIMING MOTORS momentous job on its way to com- 


pletion, but there is the little mat- 





ter of competitive security 
In spite of the fact that the three 





SYNCHRON the 







en name in P.O.P \ companies use the same _ printer, 
otiol built t Ha sel ee — often use the same studios, may 
omer rg eile eee SNOHRON / even buy merchandise from the 
Pre one eering a : : same suppliers, each wishes to keep 
1 quality c its competitive plans secret until 
© cep = , 4 the last possible moment. So com- 
position is done in separate divisions 
é of the printer; printing in separate 
pecan: sections Waste sheets fron the 
Pasay poamat tate i 

press run, spoiled signatures, are 
not simply thrown away. They art 
Super Hi-Torque Timing Motor baled and stored until the first edi- 
Ideal tor short term applications operating turntables, tion is released and on its wavy t 

lisplay wheels, rotating signs, and easily adapted to its buying public 

I ecial type « p 30 inch ounces 


tee ; sania Once that is done. cooperation is 
laranteed torque at | RPM 





the watchword. There is a standing 


arrangement for bulk exchange of 


| SYNCHRON 20 | — See re _ — 
And 





houses no catalog is moreé 

1 1 
Hi-Torque Timing Motor eagerly examined by a prospective 
For long term operation of turntables, display wheels, customer than are these exchange 
and rotating signs. 20 inch ounces guaranteed torque copies. Buyers want to see the mer- 


at | RPM. Can be adapted to any special type of 


motion display. 


chandise selected by their opposite 
numbers: designers and art direc- 


{ tors want to see how their com- 





Lf % petitors handled similar problems 
- & A* Workhorse of the Vudustry” paper and printing buyers scrutinizeé 
= y a the catalogs page by page 
OVER 50 YEARS OF SERVICE : 


> The ultimate benefit is the con- 
sumer’s. This careful scrutiny, this 
tight competition, has resulted in 
better values for the buye rs, as well 
as, and not incidentally, greate1 
sales for the great mail order houses 


But before orders can be placed, 





and the catalogs must get into the hands 
of customers and potential cus- 
tomers. Next month, we shall look 
into the way in which 150 million 


catalogs a year are distributed, how 


Gf UILLLLILLELES L441, 


Read-Me-First 


power of four color process 
pictures on your ENVELOPE 


and letterheads, too!) 


mailing lists are maintained, and 












how the greatest return is obtained 
from all this effort in planning and 
production 44 






FREE KIT when requested on 
business letterhead 


PLAQUES 









Film On Electrotypin 
Top quality bottom prices F REE illustrated brochore has yPping 
a, eatin for Write for FREE il bi F Sh ° 
teasonably priced ronze srochur 
Colortone pass ice | pee Available For Showing 
Color Stationery Specialists testimonials, honor rolts, me cup ideas ask for 


i morials, markers. Brochure B 
2412-24 17th St. N.W., Wash. 9,0 C 


Utilidsstiitis¢7 


Supplementing a variety of trade 
Ve ML eran tam oe films produced by the printing in- 
Dept. A-57—-150 West 22 St., New York 11 dustry, a new one—“The Electro- 
type—The Precision Letterpress 
Printing Plate’—has been released 


ae ‘ 77 Aen 











> All the binding of all three gen- 


by the International Association of 

Electrotypers and Stereotypers. 
The film is available free on loan 

from the association for 


group 
showings or tv 


presentation. <A 
16mm sound and color picture, it 
has a running length of 27 minutes. 
For tv showing, a black-and-white 
version is available. 

The film briefly reviews progress 
in the printing industry with the 
role of electrotyping featured. Pri- 
marily it explains the step-by-step 
process by which an electrotype is 
made. 

Further information can be ob- 
tained from the Intl. Assn. of Elec- 
trotypers & Stereotypers Inc., 758 
Leader Building, Cleveland 14. 44 


Filmstrip Features 
Texoprint Applications 


A filmstrip illustrating the unique 
characteristics and various applica- 
tions of Texoprint has been pro- 
duced by Kimberly-Clark Corp., 
manufacturer of the plastic printing 
paper. 

The ten-minute, 32-frame presen- 
tation is accompanied by a recorded 
narrative. The demon- 
Texoprint can be 
cleaned, sewn, folded without per- 
manent creasing, grommeted, glued 
and die cut. It illustrates special ap- 


filmstrip 
strates how 


plications such as children’s wash- 
able books, sales broadsides, man- 
uals, maps, charts and training aids 

Morton Goldsholl, Chicago de- 
signer, produced the film for the 
Neenah, Wis., paper company. It 
can be obtained for free showing 
from regional Kimberly-Clark sales 
offices in New York, Chicago, At- 


lanta and Palo Alto, Cal 44 





I'm telling you, with this new quad- 

metal litho plate, instead of runs of 

$100,000 you can get runs up to 
$8,000,000! 





6441 North Ridge Avenue e Chicago 26, Ill. « HOllycourt 5-6626 
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LOOKING 


FOR 


UNUSUAL 
\|7 PAPERS 


To Spark Your Sales Message and Products? 


; zs (o 
| 


Here are just a few of the 
PROFITABLE 
Hampden has over 500 
Specialty Papers to choose from. 


specialty items that 
COVER PAPERS 


HAMPDEN makes: 
that will dress your catalogs 


— plus flexibility, durability 
and unusual appearance. 


SPECIALTY PAPERS 


that will give your packages 










PHOTOMOUNT STOCK 
CHECK-BOOK COVER STOCK 
X-RAY FILM PACKAGING PAPER 
GREETING CARD PAPERS 
SPECIAL COVERS 


* 


Coated and Laminated 
Special Embossing 
and Decorations 
FOIL, LAMINATED TO 
PAPER COVER STOCKS 
AND BOARDS, HUNDREDS 
OF APPLICATIONS 


* 


SPECIAL LABEL PAPERS 
PAPER FOR 
ADVERTISING NOVELTIES 
OF ALL KINDS 


plus sales value. Decorative, 
Soil Resistant, Duotone and 
Embossed. 


FOIL PAPERS 


laminated to any base paper 





* required . . . Plain, Decora- 

TABLE MAT BASE PAPERS om Staal 

DESK CALENDAR STOCK if tive, Embossed for greater 
PAPER FOR 


appeal. 
PARTY HATS AND FAVORS a < 
ALBUM PAPER STOCK 


MATCH COVER STOCK In fact, the HAMPDEN line includes 

* everything from X-ray Laminated 
Papers to Fancy Embossed Board; from 
colorful Decorative Papers to Soil Re- 


Plus unlimited color and 
embossing possibilities in: 
LAMINATED WATERPROOF PAPERS 
LEATHERETTE PAPERS 
SUEDE OR MAT FINISHED PAPERS 
FLINT PAPERS 
FOIL, METALLIC COMBINATIONS 
FANCY LAMINATED PAPERS 


sistant Covers; from Laminated Foils to 
Jewelry Mount Board. 


Ask your paper merchant to let you see 
his complete portfolio of HAMPDEN 
Specialty Papers ...In the meantime let 
us send you working samples of the grades 
you are interested in. 


GLAZED PAPER and CARD CO,., Inc. 
HOLYOKE — MASSACHUSETTS 


Consult Telephone Directory 


F Chicago, Ill. ¢ Dallas, Texas ¢ New York,N.Y. ¢ Columbus, Ohio ¢ Philadelphia, Pa. 
SALES OFFIC $ San Francisco, Calif. ¢ Los Angeles, Calif. ¢ Seattle, Wash. 


¢ Toronto, Canada 
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AWMUAL PEEK BEHIND 


Hlow a House 


One of the oldest publications 
issued by an advertising agency 
is also one of the most regularly 


read and most frequently 


quoted, 


By Ted Sanchagrin 
AR Eastern Editor 


Now that Grey Matter has been 
around for at least two decades, 
editor Joseph Lowrin likes to tell 
this anecdote about the publica- 
tion: 

“We even get publicity releases 
from various sources now. We don't 
use them, of course, but we do get 
them.” 

When an external publication gets 


— ‘ “' tare 


Grey Matter. 


THE | 


type—The Precision Letterpress 


Printing Plate’—has been released 


national advertisers’ edition 


Grey Advertising Agency, Inc. 
os oe ae 





+ Hollywood i 


Fifteenth in AR’s series on external publications 


Qréan Builds 
Agency Prestige 





releases from the publicity mills, 
you know it has stature. Grey Mat- 
ter, published by Grey Advertising 
Agency Inc., New York, has earned 
it. It is one of the more authorita- 
tive externals in its field. Advertis- 
ing agencies considering an external 
as a promotional effort would do 
well to consider its concept and 


success 


> Actually, it comes in two editions 

national advertisers and retail 
The former, now in its 24th year, 
is published monthly. The latter, 
now in its 2lst year, is published 
every other month. Until five years 
ago the retail issue came in two 
editions, chain and _ department 
store. 

Written in essay style, rather than 
editorial or reportorial, Grey Mat- 
ter seeks to provoke thought. Each 
issue, whether advertiser or retail, 


is wrapped around a single theme 
There is no duplication of copy. Fo: 
example, take two recent issues of 
the same month. The national ad- 
vertisers’ edition discoursed on 
management's contribution to crea- 
tivity. And the retail edition took 
its annual peek behind the retail 
brass curtain. 


» Who in the agency is responsible 
for policy? Approval? Writing? How 
is the mailing list set up and po- 
liced? 

Responsibility rests with an edi- 
torial board composed of three 
members of the executive commit- 
tee at the agency, the editor and 
a rotating group from the depart- 
ments having a particular knowl- 
edge of the subject at hand, such 
as marketing, creative, media. 

The permanent 
consists of 


board 
Valenstein, 


editorial 
Lawrence 





Mera. tine piare, insteaa of runs oF Se IOUOREE Rirock RS ie 


$100,000 you can get runs up to Chicago, Ill. * Dallas, Texas ¢ New York, N.Y. © Columbus, Ohio e Philadelphia, Pa 
$8,000,000! SALES OFFICES San Francisco, Calif. ¢ Los Angeles, Calif. 


Seattle, Wash. © Toronto, Canada 
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YOU'RE JUDGED BY your printing 


\Words acquire meaning from the manner of the For respectful printing, see a good 
speaking. When you show respect for your audi- printer. See him in the early planning stages 
ence you are sure to gain respectful attention of any printed piece. A good printer can show you 

The same is true of the printed word. Words many ways to put extra quality into your booklets 
gain or lose meaning from the quality of the print at little or no extra cost. The chances are Warren's 
and the paper. Your message wins the respect of papers will be included in his recommendations 
its readers when it is well presented through well- He gets good results with Warren’s and so will 
printed literature. You'll gain the respectiul at- you. The S. D. Warren Company, 8Y Broad Street 
tention that so often leads to sales. Boston, Mass. 

en a Se ee, = 
Warren's’ rintin apers 
rene) P g pap 


= eras —— makea 


—" good impression 
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Ee Uo 


ee ‘ “' ore 


KNIVES 


essential art tools... 


Use X-acto replaceable-blade 
Knives wherever a surgically 
sharp edge is required...for Sten- 
cils « Friskets « Silk Screen 
Retouching « Mat Cutting « Mon- 
tage « Etching « Scratchboard 
FREE! Buying Guide for ~ 

X-Acto 

Tools Art 

48-45 VanDam Street, 


Artist 
and Craft 
oe 


Koives, 
Sets 
N.Y. 


QUANTITY PHOTOS SELL ANYTHING... ANYWHERE! 


' | yy 
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PLEASE! We need your help! We're starting the new y 


ec ht by mak 
Grey Matter mailing list r ght. We're delighted to keer n sending Grey M « 
to you, but we want you to receive it| Below is the woy dress ’ 
reads. If you wish to make changes or to comment, please return this card 
If everything is okay, just throw this card away 
All the best for a happy New Year ‘ ADVER A 
MME 


Clean-up Card 
Simple return card, 
color-coded by clas 

of reader, keeps 
mailing list clean 


and up-to-date. 


chairman of the board and the ex- 
ecutive committee; Arthur C. Fatt, 
president and treasurer; Herbert D 
Strauss, executive 
editor Joseph vice 
president. Mr. Lowrin writes many 
editions, rewrites others 

This permanent board decides 
on subject matter, reviews content 
in relation to agency policy. 


president, 
Lowrin, 


vice 
and 


> Grey Matter is the agency's ad- 
vertising medium. 

The advertisers’ edition is sent to 
8.000 


executives of leading adver- 


tisers. It is also sent to media rep- 
resentatives (“they get around’) 
And, “unplanned,” more and more 


marketing professors whose col- 


leges and universities give courses 
in marketing and advertising. 

“We know who our accounts and 
and we. talk 
sistently to them through Grey Mat- 
ter,’ Arthur Fatt told AR. “Grey 


was the first agency to have a 


prospects are con- 


con- 
tinuous, uninterrupted communica- 


with this 


tions system prospects In 


‘ 


Lorm 


While 
rt ct 


the external makes no di- 


pitch for business, it does 
create an agency personality 


‘You 


a company 


can't when 
is not interested in mak- 


ing an agency change,” 


get an account 
Low- 
in says. “But when a company has 
product and wants to make 


an agency change, we feel the pub- 


editor 


a new 


lication is establish us 


as an alert, forward thinking agen- 
cy, keenly the 


vertisers’ creative demands.” 


helping to 


appreciative of ad- 


Results, naturally, are hard to 
measure in this respect. But it is 
a good bet that Grey Matter is a 
responsible tool in the agency’s 


growth to $43 million in billings 


>’ The retail edition is mailed to 
12,000 merchandising management 
and advertising executives, mainly 


in department but 


stores, also in 


supermarkets, independents and 
variety. Client salesmen call on 
them and mention Grey Matter 


If oddress os shown obove is incorrect please mate corrections below 


Why retail? There are no pros- 
pects there. “We want retailers to 
know us, respect us, and therefore 
gain respect for the advertising pro- 
grams we create,’ Mr. Lowrin says. 


Twice a year, an edition is ad- 
dressed to national manufacture 
salesmen. For example, a_ recent 
issue was, “Selling from A to Z.” 
Another was “A Bigger Role fo: 
Salesmen.” 


> The mechanics of publishing Grey 
Matter and keeping a clean mailing 
list include the services of a 
time secretary 
Grey Matter. 


full- 

whose sole job is 
Both editions, advertisers and re- 
tail, are 84x11” four-page sheets, 
folded for mailing in a No. 10 
velope and perforated for 
filing 
The 
70-lb 
tail 
Both 


typewriter 


eri- 


loose le al 


advertise) 
Mancheste1 
70-lb 
Varityped 
type, 
serif subheads 


edition comes or 
Vellum, the re 
India Maxwell 
with regula 
boldface san- 


issue on 
are 


W ith 


Logos are standing heads, with 


space for identifying the type of 


edition. Two lines of copy at the 
bottom of page 1 invite requests 
for up to 10 copies free, over 10 


copies 25c a copy 


on 


reprint privileges 


request. Another standing bit of 
copy appears at the end, on page 4 
identifying the agency, and listings 


the three executives 


> Suppose you want to be 


The edito 
all requests for a single copy of th¢ 


put Oo! 


the mailing list? 


non 
issue. But to get on the permanent 


lists depends on 


who 
Chances are a student 


you are 
could get 
copy, but would not make the 


Media 
(for 


] 
List 


reps from measured media 


example, business 


radio, tv, 
publications) are welcome. The de- 
cision rests with the editor of G 


oF “¢ ‘ 
Matter. 


Form 3547 keeps the lists up to 
date. Century Letter Co., New 
York, handles the printing, in off- 


Hawe S 


set, perforating and folding 











& Petit Inc., New York takes care 
of the mailing, maintains the Ad- 
dressograph plates 

Additions, deletions and correc- 
tions to the mailing list come from 
the editor’s office. His full-time sec- 
retary on this project (he has an- 
other secretary on non-Grey Matter 
business) culls the business press 


lor changes 


> Once a year the agency includes 
in the issues a 3x5” cleanup card, 


ay for advertisers, yellow for re- 
tail 


asking for Addressograph plate 
changes, and comments. “If every- 
thing is okay, just throw this card 
iway 

In previous years all issues con- 
tainea return cards once a year. 


This year, by inviting cards only on 


hanges and comments, the cleanup 
osts were cut considerably Still, 
there were 1,200 corrections on the 


idvertiser issue. plus 100 or so com- 
nent cards with no changes. The 


omment 


cards wert unanimous, 
Great' Keep it coming.” 


> These cards are good examples 
f an efficient list control system 
A shoulder-high file of 3x5 cards 
onsists of cream cards for clients 


(they get both national and retail 


ditions), white cards for manufac- 
turers, vellow and green cards for 
retail, pink for miscellaneous su h 
is protessors and the press 

Those who receive the issues are 


listed alphabetically by company 


Then there is a master file of indi- 


vidual names filed alphabetically 


Those vho have the issues sent te 
their home address, rather than te 
their business office, get the issues 

ith their company affiliation listed 


the Addressograph plate Lists 
re leaned up repeatedly. You 
successor may have substituted his 
name, but eventually Grey Matte 
atches up with you again when you 
send in your request from your 


new spot 


> If interest is a measure ot suc- 
cess, then Grey Matter has achieved 
it. It is not uncommon tor a reade} 
to ask why he has been taken off 
the list, mentioning that he no 
longer receives it. As it frequently 
turns out, the agency will find 
through some detective work that 
the reader’s superior has been in- 
tercepting the issues for his own 
si 

In these cases, the agency sends 
nother copy to the “thief,” and if 
this doesn’t work, the age ney S¢ nds 
the copy to a home address, adds 
the superior to its office list, and 
‘verybody is happy, including Grey 
Advertising 44 
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I was in the 
doghouse until... 


“I found out about Ever Ready’s marvelous Red-E-Stik labels! 





These are absolutely the finest pressure sensitive labels made—no- 
wetting, quick-sticking, they have 1,001 uses! Dispensed manually or by 
machine, they can stick to surfaces that give other labels trouble. A variety 
of adhesives are available for special application with both removable 
and permanent type adhesives which can be used on any smooth surface, 
on plastics, glass, metal, wax or wood.” 


One of Red-E-Stik’s many uses may apply profitably to your product or 
service, opening the door to tremendous savings in costs or increased 
efficiency. You can help Carol Hampton, our promotion manager, out of 
the doghouse by writing to her today for information about Red-E-Stik, 
or any other type of label—Ever Ready prints them all! 


EVER READY LABEL 


357 Cortlandt Street, Belleville 9, New Jersey 


April 1959 - cD . 





Mass of Material .. . 


Producing 


179 pounds of reference materials, plus 


roofs and manuscript ore spread 


before the men James P. Johnson 


responsible for Standard’s history: Chas 





S. Politz, producer 


vice-president; George Wann, ad. manager 


An Anniversary History 


If the history of a company is prepared skilfully, 


By Betty Aulenbach 
AR Associate Editor 


Commemorating a company anni- 
versary by publishing a company 
history is a risky business. So when 
a company has the courage to 
pick this somewhat overdone ap- 
proach and do it differently—to the 
point of winning an award—that’s 
news. 

The company, Standard Insurance 
Co., Portland, Ore., issued the 
brochure to commemorate its 50th 
anniversary. The award of excel- 
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New Parchment Line Can 
Be Individually Styled 


it can be a very effective institutional promotion. Here's how 
Standard Insurance, Portland, Ore., celebrated its 50th birthday. 


lence was presented by the Life In- 
surance Advertisers Assn. in a 
competition which included 446 en- 
tries in seven categories. In its own 
category, the brochure was cited 
for meritorious preparation of ma- 
terials relating to public relations 


> One reason why the brochure had 
a “different” company history ap- 
proach was the fact that it was not 
a company history in the strict 
sense of the term. It was actually a 
history of the business and econom- 
ic growth of the Pacific Northwest 


motion of its product via a full-page 


newspaper sample. 


The full page sample of Freshrap 


and how Standard fitted into that 
picture. Another reason was that 
in the spirit of a true “history” 
it was kept Company 
personalities and inter-office anec- 


object ive. 


dotes—exciting to no one except 
company employes were omitted. 
The 48-page brochure is printed 
in one color on muted yellow stock 
which gives the impression of pape! 
yellowed with age. Photographs, 
drawings and reproductions of old 
documents supplement the text. 


» The brochure was produced for 


ing copy, layout and art, photog- 

raphy, planning, paper, and descrip- 

tions of various printing processes. 
~z . ~ ~— .% . 7 - atl 





Standard by Chas. S. Politz & As- 
sociates, Portland specialists in 
company histories and educational 
publications. Research was thor- 
ough and complete. A Politz re- 
search staff worked at the Oregon 
State Library and hunted through 
the files of the Oregon Historical 
Society for facts and appropriate 
illustrative material. Other re- 
searchers sifted through trunks in 
attics for old pictures. Standard it- 
self, of course, supplied complete 
company annual reports and such 
historical material as the first policy 
and guarantor lists 

An interesting sidelight to the 
project is the fact that Politz write 
Gladys Turley prepared the com- 
plete draft of the brochure with- 
out once entering the Standard of- 
fices. In order to preserve true 
objectivity, personal interviews 
were kept to a minimum. Company 
anecdotes and self-praise were defi- 
nitely not wanted. Miss Turley’s 
complete copy draft was checked 
for accuracy by company officials 
and, according to George Wann, 
Standard advertising manager, very 
little rewriting was done 

Photographs and art were cho- 
sen after the copy draft had been 
prepared. They were chosen solely 
to illustrate Miss Turley’s text 
not because they were of special 
significance to somebody or othe 
in top management 
> Makeup was kept as simple as 
possible. Body typography was de- 
signed in standard-size blocks. On- 
ly two page depths, two type sizes 
and two line widths were used. Pic- 
torial borders around body type 
were handled in such a way as to 
achieve the effect of full-page bleed 
engravings. Antique headline ty- 
pography came from the collection 
of a local “hobby” printe 

The brochure cove1 was litho- 
graphed on Strathmore chroma ve |- 


low. Ticonderoga text India wove 


was chosen for the inside pages 
The job was lithographed by 
Sweeney, Krist & Dimm, Portland 


> The brochure was distributed to 


teachers, college and school admin- 


istrators, libraries, public officials 


business executives and civic organ- 
izations Standard employes of 
course, received copies as did com- 


pany salesmen. In the sales depart- 
ment, the brochure is used to inter- 
est prospective policyholders as 
well as to help train new salesmen 
in company background 

Response, particularly from edu- 
cators, has been most favorable, ac- 
cording to Mr. Wann. And letters of 
commendation have been received 
from all parts of the country 44 


ment, Rochester Institute of Tech- 
~~ -o densa Ty wWay..ii 





1224 W. VAN BUREN - CHICAGO 


mpress 24? eaten 


NNOUNCEMENT 


TYPOGRAPHIC SERVICE INC., PHILADELPHIA is proud to announce that it has 


been selected to cooperate with E. 1. DU PONT DE NEMOURS & CO., INC. in the 
development of its experimental PHOTOPOLYMER PRINTING PLATE. Phot 


typography and Photopolymer Plates are a natural marriage. We believe 
eight years’ experience in setting type photographically was a deciding factor 
in our plant being chosen as the first plant to produce evaluation f torelief 
printing plates for outside commercial use. Our new Typo Photo-Plate [ 

plans to be producing Photor ymer printing plates the very ear future 


TYPOGRAPHIC SERVICE INC., 1027 ARCH STREET, PHILADELPHIA 7, PA. 





Switch to Lake Shore 


for faster service! 


ELECTROTYPES * NEWSPAPER MATS 
REILLYTYPES * PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 


ic. FOL. * SBRetey B-106 
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New Parchment Line Can 
Be Individually Styled 


A new line of parchment, called 
Parchkin Motif Art Parchment, has 
been introduced by Paterson Parch- 
ment Paper Co., Bristol, Pa. It is 
designed for use in advertising in- 
serts, direct mail, greeting cards, 
stationery and as a prestige inne! 
wrap for luxury merchandise 

The stock 
bossed designs on translucent parch- 

ent. It is 


jeatures opaque em- 


available in a wide va- 
iety of designs, weights and colors 


ind can also be stvled To! indi- 
lual applic ations 


Parchkin can be used for either 


offset or letterpress 


printing in one 
more colo! Samples are avail- 


om the manutacture! 


for more details circle 415, page 131 


Ad Insert Takes 141 
Miles of Waxed Paper 


Full-page newspape advertisin 
ts printed on aluminum foil 
enjovec thel heyday, the 

( ert material seems to be 


At least one waxed paper manu- 
Mills, Pesh- 


W has kicked off the pro- 


Pape l 


motion of its product via a full-pags 
newspaper sample 

The full page sample of Freshrap 
was run as an insert in the St. Louis 
Globe-Democrat. Printed in 


colors, the insert’s advertising mes- 


three 


sage called upon the housewife to 
compare the Freshrap samples with 
the waxed paper she was now using 

In order to meet the paper’s Fri- 
day circulation, 141 miles of Fresh- 
rap had to be supplied 
said E. E. Erdmann, sales 
vice-president, “to wrap 1,500,000 
sandwiches - 44 


“Enough, 


Badge 


Kimberly-Clark’s New 
Book Outlines Printing 


addition to Kimberly- 


Clark Corp.'s “bette printi 
through better planning * brochu 
series is “Fundamentals of P1 

ing which contains 48 page 
basic printing information. It is de- 


signed to help planners, buyers and 


users of printed promotion to enjoy 
a greater return from their printi 
budgets 

The book is divided into 18 chap- 
ters and is liberally sprinkled wit! 


llustrations and tables. Some of the 


ubjects taken up include prepar- 





now makes plates 


for both processes 


in America’s finest 


photoengraving plant 


at Lake Street 
and Wacker Drive 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


LETTERPRESS « GRAVURE 
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ing copy, layout and art, 


raphy, planning, paper, and descrip- 


photog- 


tions of various printing processes 

A check-list at the back of the 
book suggested 
economies detailed in the text with 


summarizes the 


their chapter numbers for easy ref- 
erence 
Kimberly-Clark will 


book upon request. 


senda the 
- for more details circle 416, page 131 


Adds New Paper Line 
Via New Coating Process 


A complete line of coated papers, 
roduced by a new, superior coat- 
ing process, has been introduced by 


Oxford Paper Co. New Yo 


Called the North Star line, it is said 
to be the first complete line of pa- 
pers produced by the trailing blad 
process 
The method produces papers th 
levelness of surface which makes 


them both look better and print bet- 
ter than 


tional neans, 


M. Annis 


papers coated by conven- 
according to Harold 
Oxford vice-pre 


sident ot 


research and de velopment 

The line is said to be the result 
( seven years ol development ana 
il nvestment of more than $6.5 


Lillion The 


papers will be sold un- 


it the advertised brand nar Ss 

Polat Mainefold and Maineflex 
The company offers a 16-page 

booklet explaining the trailing blade 


prin ipl In simple terms. The illus- 
trated booklet also lists the ce 


plete North Star line 


Yiving stand- 
d sizes, weights and othe specifi- 
atiONsS The papers are manutac- 
tured Io both letterpress and off- 
S n high gloss and dull 


- for more details circle 417, page 131 


Fraser Publishes New 
Graphic Arts Anthology 


At anthology of 


leading articles 
from graphic arts publications has 
been printed for the third successive 
year by Fraser Paper Ltd., Madaw- 
aska, Me 

The 48-page 
mation on photoengraving, printing 
plates, inks, papers and packaging 
materials and other related subjects 

Entitled “Graphics Arts Progress 
1958,” the current 


book contains infor- 


anthology 
tains, for the first time, an original 
paper, “Drying Inks By Electrical 


Resonance,” as reprinted 


con- 


well as 
articles 

Material for the book was selected 
by three judges, all leaders in th: 
graphic arts field. They are Freder- 
ick J. Amery, professo1 ol 
raphy, Carnegie Institute of 


nology: Wai ren L 


th 


ty pog- 
Tech- 
Rhodes, head of 


f graphic arts research depart- 








ment, Rochester Institute of Tech- 
nology, and William H. Walling, past 
president, Printing Industry of 
America. 

The anthology is available upon 
request 


- for more details circle 418, page 131 


Sample Kit Features 
Budget Priced Papers 


Bright, clean printing at budget 
prices is available through using 
Riegel Paper Corp.’s four new Caro- 
lina merchant grades, the New York 
company claims. Riegel is offering 
a sample portfolio to prove it. 

The kit contains samples of print- 
ing on the four new grades sold un- 
der the names White Tag, Manila 
Tag, Vellum Bristol and White In- 
dex. The eleven samples, all printed 
under commercial conditions, are¢ 
accompanied by a sample book of 
each of the four grades 
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Booklet Gives Facts 
On Copying Machines 


How office copying can save 
money and increase efficiency in all 
departments is told in a new 16- 
page illustrated booklet available 
from Eastman Kodak Co., Roches- 
ter, N. Y. 

The booklet features four Kodak 
Verifax copying machines, tells 
what kinds of originals can be 
copied and what kinds of copies can 
be made 

Entitled “Four Versatile Office 
Time-Savers,” the booklet is avail- 
able without charge. 
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Magazine's Foil Cover 
A ‘First’ In the Field 


Ice Cream Review, Milwaukee, an 
Olsen publication, broke through 
in February with an aluminum 
foil-laminated cover, said to be 
the first such cover in a food pub- 
lication 

The spe cial foil cover points up 
the February issue’s feature article, 
‘Aluminum Foil Has Designs on 
Your Product,’ by Helen A. Goerig, 
research chemist, and Grabe Smith, 
director of graphics and package 
design, Kaiser Aluminum & Chemi- 
cal Sales. Creative ice cream pack- 
aging designs present and future, 
with the accent on foil, were fea- 
tured in the article 

The foil cover itself carried an 
abstract painting done especially for 
Ice Cream Review. The cover ma- 
terial was foil laminated to 100- 
pound enameled stock and printed 
by offset in four colors 44 



















Sorg’s TENSALEX is easily one of the most amazing papers ever 
developed ! Latex-impregnated in both its base paper and its 
coating, TENSALEX possesses a remarkable degree of flexibility 
coupled with exceptional tear strength. These qualities plus 
features such as high internal bond, dimensional stability, and 
superior printability- have made TENSALEX a popular choice for 
jobs ranging from sewn tags and labels, to full-color illustrated 
book covers. Ask your Sorg distributor for 

TENSALEX sample sheets for your own 

testing. 


And remember, for business forms papers 
from manifold to tag you can specify 
all your needs from one source ... SORG! 


i) 1 
— ee res 


kad 


MIDDLETOWN 
ait 


SORG Stock Lines 


WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER ¢ PLATE FINISH « 


EQUATOR INDEX BRISTOL 
EQ |ATOR ANTIQUE e MIDDLETOWN POST CARD e 410 TRANSLUCENT © No. 1 JUTE DOCUMENT 
ORG'S BLOTTING e BRILLIANT VELLUM ¢ REGISTER BOND © TENSALEX e GRANITEX ¢ PARCHTEX 


Offices in NEW YORK e PHILADELPHIA e CHICAGO e BOSTON e ST.LOUIS e LOS ANGELES 





Our two plants, here in Nebraska, out of 

GET OUT OF THE the “high rent’? area, now produce maga 
zines for more than 50 publishers, plus cata 

“HIGH RENT’’ AREA logs and sales literature for a host of firms 
Our current plant expansion enables us to 


for your next handle a limited amount of additional work 


If yours can be worked into our schedule 


PRINTING ESTIMATE! you can have the advantages of quality work 
. 


at economy prices. 







@ Letterpress and Lithography e Specialists in 4-Color 


© Complete service from art and layout to mailing 








Write, Wire, Phone The Midwest's Fastest Growing Printing House 








ANYd WO) 


ebraska Farmer Company 


1420 P St., 
Our 100th Anniversary Year 






LINCOLN, NEBRASKA 
Printers Publishers Lithographers 











By Kenneth R. MacDonald 


however, were used last fall 





He and his assistant, Max Lindsey 


Empty rum bottles ancient 
maps sea shells . . . and old 
burlap sacking probably would not 
be considered, by many financiers, 
as the “proper” components of a 
direct mail campaign on behalf of 
an advertising client such as San 
Francisco's normally dignified and 
vast Bank of America 

Just such unusual items as these, 


rit 


Mailing +1 


The campaign was started off with a 17x22 


throughout the New England states 
to promote Bank of America’s 
Travelers’ Cheques, in a campaign 
spearheaded by imaginative Charles 
Stuart, advertising manager for Cal- 
ifornia’s “behemoth of banking.” 

Mr. Stuart wanted to introduce 
the cheques to U. S. banks with a 
promotion that would be “consider- 
ably out of the ordinary” in terms 
of direct mail efforts 


Mailing #2 


went to John Tyler, manager and 
creative director of The Smith Co. 
San Francisco direct mail and sales 
promotion firm. 


> The promotion, as Mr. Stuart 
visualized it, was to be directed t¢ 
banks which did not carry the San 
Francisco institution’s Travelers’ 
Cheques, as well as to those which 
sold B of A Cheques in competition 





message was sent out in a bamboo tube 





map of the Caribbean, with a letter from the mythical Capt 
Trevelyan, sent out in a cardboard tube. The map was in sepia 
and blue, with metallic gold highlights, on parchment stock 
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sewn inside a piece of old burlap sacking. The tubes came from 
San Francisco’s Chinatown, the burlap from a regular bag sup 


plier. The same parchment was used as in the first mailing 











Mailing +3 In addition to the 
hell wrapped in ft m and 


The Mm was D 


a canvas bag 


letter, this contained a conch 
seaweed, and then wrapped in dr 
ught in a wholesale florist, but 
the shell and seaweed came all the way from FI 


Mailing +4 
or r two 


a me age trom 


rida a 3 cork 


Banking is considered a conservative 
industry, but you wouldn't guess it from this 


imaginative campaign by a bank to bankers. 


BIA 


with those issued by competitors 

With winter and spring travelers 
to the Caribbean in mind, it was de- 
cided to limit the campaign to New 
England and to base each mailing on 
a theme that would pique the curi- 
osity and arouse the interest of the 
bank president recipients 


> In describing the campaign theme, 
which evolved innumerable 
meetings between executives of the 
bank and The Smith Co., Mr. Stuart 
pointed out that “the idea of pirates 
and smugglers is one that appeals to 
practically everyone 


from 


“In addition,’ he went on, “we 
felt we could tie this idea in with 
the safety and thief-proof qualities 
of our Travelers’ Cheques and come 
up with some colorful material di- 
rectly related to the Caribbean and 
travel.” 

Mr. Tyler went to work on this 
idea and came up with a fanciful 
six episode tale of Silas Trevelyan, 
a mythical sea captain of the 1680's, 
who was always wise enough to 
carry Bank of America Travelers’ 
Cheques and thus escape the horri- 
ble fate usually suffered by the vic- 
tims of pirates. 
>» “Each 


mailing,’ Mr. Tyler ex- 





plains, 


“consisted of a description 
of some phase of Captain Tre- 
velyan’s Caribbean sailing venture, 
with a careful interlarding of sales 
points on behalf of Bank of America 
Travelers’ Cheques 

“At his first stop, however, Cap- 
tain Trevelyan is boarded by Henry 
Morgan and his pirates. Most of the 
Captain's crew take off to join the 
pirates and the Captain is forced to 
flee and hide from the pirates, send- 
ing messages back to his employers 
as best he can.” 


> It was at this point that the direct 
mail campaign began to utilize the 
unusual components which made it 
such a “hit” with the bank president 
recipients 


e The first message sent back by 
Captain Trevelyan from his hiding 
place was stuffed inside a hollowed- 


out piece of bamboo, wrapped and 


Mailing =5 Now came the treasure 
map. Both it and the Traveler Cheque 
were crumpled, blotched and smeared 


The blood stain 


Ping thickened India ink from 


were produced by dror 
an eye 


dropper held one foot above the paper 


the 


and a red-tasseled mailing tube wa 





A beer bottle, cleaned and washed, and with a 
f rum 


wished around for an authentic odor, held 


wrecked Capt. Trevelyan. Chamois served 


used 


DENTS 


sewn inside a piece of burlap sack- 
ing, mailed, the reader must re- 
member, to bank presidents! 


e The next mailing from the Cap- 
tain went out stuffed inside a conch 
shell which, in turn, was wrapped 
with dried seaweed and moss, all 
enclosed in an ancient canvas bag 


e The third message reports a har- 
rowing tale of shipwreck and storm, 
written in a shaky penmanship on 








A NEW APPROACH TO PRODUCT 


QROMOTION & MERCHANDISING, 





NATURAL COLOR POSTCARDS, 
SELF MAILERS & BROADSIDES 





Plastichrome reproductions have won the 
Lithographers National Association Award for 
5 straight years. This means you buy the very 
best each postcard in vibrant 4 color 
process to give extra impact — more realism 
Plan a color postcard promotion in your next 
campaign, 


supplement it with Plastichrome 


natural color broadsides and 


catalog sheets. The cost is amazingly low — 


brochures, 


the results fantastically high 


And remember — Plastichrome | 
gives you all these extras 


by Colourpicture 


Complete creative service 

Highest quality of the industry 

Full color proofs at no additional charge 
assures satisfaction 

Prompt, on-time delivery 

Low prices — a complete campaign for less 
than 1¢ each 


Write for FREE Merchandising Kit 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Massachusetts 


Ist CLASS POSTAGE for 
3rd CLASS Tidal tt Wd 
7 













@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex ... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 

dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 
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Mailing +7 

A Ceramic paper 
weight, copying an 
authentic 15th 
entury Spanish 
doubloon, wa 
wrapped in 
burlap and pinned 


with a miniature 


j0old cutlass 


imitation parchment, stuffed inside 
an empty rum bottle 

“My Bank of America Traveler's 
Cheques,” the Captain wrote in this 
third, and what he fully expected to 
be his last message, “are secreted 
about my person. They have seen 
much and stood me in good stead. 
Though they be wet and shriveled 
with this tempestuous storm, I rest 
content that they be of service to 
me yet 
name Bank of Amer- 
the Cap- 
tain continued, “has sufficed to open 


“The very 
ica Travelers’ Cheques,” 


where I have 
difficult 
journey. I pray to all I hold dear 
that you be blessed with wisdom to 


any door, no matte: 


blundered on this so very 


suggest that all your servants, cus- 
tomers and friends set not a foot 
Americas 
afforded by 


Travelers 


beyond the shores of the 
without the 


Bank of 
Cheques 


security 
America 


(and the 
direct mail campaign still in action) 
the next episode finds the Captain 


Say ed, 


© To keep the tale alive 


although cast adrift on an 


where he finds a 


Captain 


island treasure 
faithfully 


makes a copy of this map and sends 


map Trevelyan 
thus 
providing the fourth mailing from 
which he carefully 
tion of the 

With the map, however, the Cap- 


it back to his employers 


omits the loca- 


treasure 


tain sends “with this missive, one 
of my few remaining Bank of Amer- 
ica Travelers’ Cheques. It is tattered, 
torn, sea stained and there even be 
a patch of mine own blood upon it 
But, Sirs, it is as good and solid as 
the day I bought it 
Louisiana 


back in dear 


© The closed with the 


Captain, having found his treasure, 


Campaign 


resigning from his position to spend 
the rest of his days on his tropical 
island. As a memento, he sends 

the fifth mailing—a gold doubloon 
which, in reality, is a ceramic pa- 





perweight in exact replica of a rare 
Spanish coin 

With the gold doubloon, the Cap- 
tain wrote as follows 





Total Campaign The collected items 
told a curious story and added up to an 
impressive whole. Many bank lisplaye 
the campaign in their lobbie r wind 





LOOK TO LEMARGE for mechanized MASS 






MAIL... 
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... HIT “EM WHERE THEY LIVE 


Only through Mass Mail can you 
gain a personal audience with millions 
with 
time and space to tell your full story 
the way it should be told. 

New, high speed machinery makes 
this possible . . 


of individuals at one time... 


. machines that can 


Free! Booklet 


Send for the full story of sales’ and 
advertising’s newest, most exciting 
medium. Mail coupon below. 


cut, fold, insert, address and label a 
million messages daily. 


Lemarge combines this potential 
with the creativity and know-how of 
a staff of direct mail experts to give 
you inventive, original direct mail ad- 
vertising that hits with impact, re- 
bounds with sales. 


Lemarge Mailing Service Company 


117 South Jefferson — Chicago 7, Mlinois 


Please send your free, illustrated booklet, 
‘“LEMARGE MASS MAIL Hits ‘em where they live’’ 


Name 


pans! 





Address City 


, 
Zone State 


April 1959 + 


ap: 3! 





ise mT 133, el 
STAY SS el ed a 18 


CUR Ce hPa ly 


LETTER & MAILING 
13 aie; 


DOES IT FASTER! 


y 4 f 1€ vered y 
all mailing details for 


‘ er year 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main 


tenance 


Call Wabash 2-8655 and Just Ask For Marie 


The Siler C hi Ine 


431 Sor DEARBORN STREET 


WABASH 2-8655 


Your best 


SALESMAN 
at incredibly low prices! 


Nothing matches the sales 
appeal of full color advertis 
ing and promotional material. 
Now, Crocker can give you 
full color for the same price 
youre now paying for 

two color material! 
Crocker’s exclusive Mirro- 
Screen plates plus large 
Colorform combination press 
runs make this economy 
possible 


( Write for details and 


¢ free descriptive booklet. 
< 


AR 


H. S. CROCKER CO., INC. 


« 7 us 


San Francisco, 720 N n Chicag N. Clark 

Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle 322 Colman Bidg. Portland, 1325 S.W. 13th 


° co * April 1959 


> The campaign ended with a per- 
sonal letter from John Alter, as- 
sistant vice president in charge of 
Travelers’ Cheques for the Bank of 
America, in which Mr. Alter simply 
‘hoped that the campaign was as 
much fun to receive as to send.’ 
An enclosure listing advantages of 
S30f A Cheques went to those rec ip- 
ients who did not actually sell the 
bank’s Travelers’ Cheques 

“The entire campaign,” Mr. Tyle: 
explains, “was put together to ap- 
peal directly to the type of men to 
whom the mailings were sent 
bank presidents. 

“These are the men,” he con- 
tinued, “who are accustomed to 
reading papers and documents. They 
have the time to read and to reflect 
upon what they read. It seemed ob- 
vious that mailings of lengthy, hand- 
written 


documents scratched on 


parchment and phrased in = an 
archaic language style would appeal 
to them 


“In addition, however, we paid 


strict attention to authenticity and 


detail and added a touch of whimsy 


to get the sales me ssage across 


> In the six mailings of the cam- 


paign, all ol the messages were 


handwritten in late 17th century 
script by Adele Simmonds, a San 
Francisco artist They were then 
lithographed by the Letter Shop 
on parchment stock 

Don Whearty, another San Fran- 
cisco artist, designed the two treas- 
ure maps sent as well as_ the 
“crumpled and torn” bank of Amer- 
ica Travelers’ Cheque. All of the 
third-dimensional mailings were put 
together under the supervision of 


Miss Joan Pearsall 


> Results of the campaign are al- 


ready measurable. Mailings went to 
1,200 banks which regularly sell 
Bank of America Travelers’ Cheques 
and to 600 which did not previously 
handle the B of A Cheques. With- 
out any solicitation, more than 600 
letters praising the promotion came 
into San Francisco headquarters of 
B of A, many of them addressed to 
Captain Silas Trevelyan, care of 
Bank of Anflerica, San Francisco 

“Many of our representatives,’ M1 
Stuart points out, “have since been 
quickly received by top executives 
of banks which previously have 
stoutly resisted our efforts to con- 
vert them to our Travelers’ Cheques 
We know that the campaign created 
almost immeasurable goodwill for 
us 

“We have since received con- 
siderable requests for additional 
copies of the first map mailed out 
and in some instances recipients 
mounted all the material used in 
the promotion, at their own ex- 
pense, for display in bank lobbies 
The results have proven to us that 
this has been one of the most suc- 
cessful advertising campaigns the 
Bank of America has ever launched 
in any medium.’ a4 


Co-op Mailing Tests 
Detailed by Roskam 


Information on a low cost service 
enabling admen to test direct mail 
offers in cooperation with other 
companies is available from Roskam 
Co., Kansas City, Mo 

No more than six advertisers are 
combined in any one list, and all 


a CoO- 
operative effort are related in in- 
terest 


items represented in sucl 


Mailing formats currently avail- 
able in this plan include 


@ a 3'4x51lo”, two-color (red and 
blue) card lithographed on two 


sides 


® folders, 64x11” folded to 3'4x 
51,” lithographed in two colors 
(red and blue) two sides 


® folders, 51x13” (sheet size) two 
parallel folds, 3!4x5'”; lithographed 
(red and blue) two sides 


® remittance style envelopes, 32x 


ce 


9’, two-color lithography (red and 
black) two sides: with or without 
gum strip coin pocket 


® mailing envelope, 61% size, post- 
age-saver style, printed in red ink 
with indicia simulating meter im- 
pression and return address on flap 


Prices, per thousand mailers are 
$12.50 for cards; $17.50 for folders; 





$19.50 for remittance style en- 
velopes. Charges include lists, ad- 


e 
dressing, postage, printing, folding, DMCP the first reall 
inserting, sorting and mailing. Na. , y 
A variety of lists from which to 

choose are available for these co-op * ° . 
mailings, and test mailings are NEW on & t in Direct Mail 
scheduled at 100,000 mailed the C C p 

fourth Monday of each month 


Prices are listed in the special 


Os ieoiniaihoiaianens in twenty five years! 


New Publicity Service 
Specializes in Trade Lists 


ALL THE SALES POWER OF A 

A new publicity-release list serv- 
ice, aimed at business trade and NATIONAL CREATIVE AGENCY! 
technical publications, is available F 


from Intermedia, Division, Harry 
W. Smith Inc., New York. 
Designed to overcome the many 


eames “aes Ga ALL THE PERSONAL SERVICE 


among the 3,000 business publica- 


tions in the U.S. and Canada, the OF A LOCAL LETTERSHOP! 


“Intermedia” service is based on a 
semi-automatic system that aids 
maximum coverage in appropriate 
publications, and minimum waste 


\ bold, fresh approach to direct mail direct mail annually); the ORGAN 
in uninterested media areas 


programing and produc tion has IZATION (a large headquarters staff 
Custom-tailoring of releases is emerged from DMCP’s (Direct Mail, of experienced artists and copy 
achieved by automatic IBM sorting Creation, Production) ‘Toledo, Ohio writers); and the RESOURCES 


headquarters! Its national-yet-local growing library of highly 
through cards coded with the spe- 
cific editorial interests desired. Al- 


la 
successful 
service idea is so new vet so cre direct matl campaigns) all work 


ing for you, as part of DMCP’s di 
ilready established offices in rect 


with the selected cards, and an ad- » large cities 


atively and economically sound, that 
phabetical release lists are typed t has mail service program for your 
COMmMpany 


ditional service of Intermedia has Picciantiy. “QREGP doa, qutional 
the proper editorial desk address network of local, franchised direct parcel of every DMCP-produced 
typed on blank or company labels mail shops capable of pertorn campaign. You will enjoy the bene 

; ‘ ing a responsib cre ob of fits of 
or envelopes by Friden Flexowrite1 ng a_ responsible, creative jot 


There's more too, that is part and 


national supervision, creation 
i ‘ preparing complete mail campaigns ind list compilation, originating at 
Specific advantages reported 101 Under this unique DMCP franchise DMCP’s national headquarters 


organization, vou benefit. trom the ind at the 
@ thorough coverage ot release counsel 


this new service include same time, have 
and creativity of a national representation, local d 
possibilities agency and enjoy the 


ireet: mail pro 
production duction, and ocal control of vourt 
} ‘ benefits of dealing locally lo a entire prog Remember DMCP 
¢ overnight service for both lists complish these objectives. DMCP offers you 
has the EXPERIENCI (already duplicated 
@ postage economy by eliminating producing more than $10 
waste distribution 
A descriptive folder is available 
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ice that cannot be 
and addressing 


Company any 
million of where 


get ALL the facts about 
DMCP ...send for your 
copy of “DMCP Associates.” 


NGH 
OIRECT 


' CLIP MAIL 
ADVERTISING / , 
THIS COUPON TODAY’! 


Please rush me my FREE copy of “DMCP § 
Associates.” 4 


DMCP Associates 
1814 Jefferson Ave 
Toledo, Ohio 


| think something went wrong on that City Tone____State 


last 15,000 mailing . . . I've got 


Tce me meee eee eee ee ee ee ee 


15,000 order forms left over. 
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TINY in size... 
st aM se 


CR eae @ charms 
@ prizes 


dit) = 
perfectly oer si 
See 
NT 


i part f ié¢ £ r 

spe bu 8 rr 
Write, wire, phone TODAY fi . | fn 
for samples and prices of leMEPF * x 
GRC metal miniatures. pee’ 


GRIES REPRODUCER CORP, MAALAA AC aaa 
W or Foremost Prod j ast 
3 Second Street, New Rochelle, N. Y. 
NEw Rochelle 3-8600 


ke Mee Ue mee leh eile 


bol what they ccant tal 
whal ¢3 good fer them. 


OLIVER CROMWELL 


ucer of Sma i c ng 


1599-1658 


Tain't always so. Some times it does 


nt pay to be a wise guy; but do 
exactly like the customer wants. They 


re not all dummies 


adie, 


ADVERTISING SERVICE 


+« WA 2-9560 


ENUE 
$21 SOUTH WABASH AV pvoaeggen 


Fost ond Resourceful Service 
sphing * Mimeogranhin 
- ng * Plate Cuttin 


serting Mackin 
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Tongue in Cheek... 


Space and Direct Mail 


Build New 


By Allen Sommers 


Maxwell 
delphia 


Phila- 
which 
has made a mark in the ad agency 


Associates, Inc., 
advertising agency, 
\ 

business in one year, believes it has 
that 


advertising 


proved consistent selling and 


plus a sense of hu- 


mor—can bring in leads and new 


business 

John Maxwell, president; vice 
president William Maxwell, and H. 
A. Hughes, account executive, 
worked tieing-in 


egional advertising and a series of 


have 
out a campaign 
three letters to prospective accounts 
in the eastern part of the country 

In Philadelphia, the agency 
FM spots both fo 
attention gette! 


also 
S using prestige 


and as an 


>’ The campaign, which is designed 


n indefinitely, started with 


us two-column small-space 


Philadelph ia 
publication 


ads in the Greater 


Magazine a 


nonthly 


utives 


mn goes to DuSINeSS exec 


® One ad, for example, whicl 


“How to 


shows a characte 


headlined, pick 


stal ball Lead paragr: 


is “Crystal ball? Ouija board”? 


l good business 


need 


A blir dfolde d ad- 


Be Sul 


Is headlined 


in agency 


Typi 


me 


cal Ads 


t t 
r pu 


Agency 


Lady’ tickets 
ers ... and of course, impartial re- 
which too often only proves 
the 
other 


near-scratch golf- 


search 
what you wanted to believe in 
first place . or, Cock the 


eye at us. 


> While 
being run in Philadelphia area daily 
papers in black and white, has at- 
tracted the 
cy’s direct mail campaign is proving 


this series, which is also 


some attention, 


agen- 


most successful 
Bill Hughes, the 


executive 


Maxwell account 
who is. directing the 
physical part of the 
600 top com- 

Coast. After 
Maxwells ne 
the first let- 


This letter urges 


campaign, 
worked up a list of 
East 
clearance by the 


panies along the 


started by sending out 
his name 


ter ovel 


investigation before an 


agency lS 


selected. The second lettel 


Se 
Cc \)E 
\ / 


How to pick an agency 





John Maxwell's signature, follows 
up with another message on the 
subject of agency selection. Mr. 
Maxwell also signs the third letter, 
which is a summary of the pre- 
vious two. 

In all three, the last paragraph 
makes a direct pitch for the account. 
The name of the person to whom 
the letter is sent is personalized for 
personal attention 

Since the campaign started, the 
top agency executive staff has been 
busy making presentations to po- 
tential new accounts 44 


Combination Mail Machine 
Designed for Small Office 


A folding and inserting machine 
especially designed for the small 
office has been introduced by Pit- 
ney-Bowes Inc., Stan ford, Conn 

The first combined folding and in- 

ting machine the 3300-FH offers 

rge mailing efficiency to small op- 
erations, according to an illustrated 
brochure 

It can be operated by one operator 
without special training, and the 
machine is set for knob adjustments 
Additional features include 
® automatic stop when jammed 

precision folds 

versatile siz ange 
continuous loading 

multiple enclosures 

The combination unit is a table- 
top design and measures 22x45”. It is 
finished in chrom and two-tone 
neutral tan enamel 

The brochure also Ine ludes de tails 
on two other Pitnev-Bowes models 


rently available 
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Revised Directory Covers 
Shopping Center Growth 


The new edition of the “Directory 
ol Shopping Centers in the United 
States and Canada, IS now being 
released by the National Research 
Bureau Inc., Chicago 10 

This new and greatly enlarged 
edition has 620 pages, and lists ove1 
1,900 suburban shopping centers in 
the U.S., Canada and Hawaii. Each 
listing is accompanied by the phone 
number, size and cost of center, 
date opened, availability of space, 
al d numbet ot parking spaces 

Also listed are names of the 14,750 

lant stores, the 829 owner/de- 
velopers, 528 cente managers, 369 
executive secretaries of center mer- 

nt associations 618 leasing 
agents, 313 architects and the cen- 
ters they serve 


Twelve separat ipings by line 


NATIONAL ADVERTISING 
MADE 


MANY TIMES AS EFFECTIVE 


with dealer identification 
provided by 


NYRACORD 
POINT-OF-PURCHASE STORE ENTRANCE 
and “In-Front-of-Display” 


- rere, — 
ger 
art Your firm or product name or trademark 
molded in the nylon reinforced compound 
and beautifully screened with DuPont 
Hypernyl in your choice of color. 


Sized 24” x 36” they guarantee attracting 


Include Wyracord attention. They last and last, milking out 
Point-of-Purchase 
Mats in your sales 
program. Get details 
and prices now. 


the last penny’'s value. 


a utc Nas (ilgili 


2407 ADAMS STREET 


“America’s Largest —- ~ 


Matting Specialists” 


it type 


IN SECONDS! 


Who prints the brightest colors 
in the world? 


Your Screen Process Printer of devised. At at | 
course! Call him today. HABERULE 


Put Punch in Point-of-Purchase BOX AR-245 + WILTON + CONN 
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do your prints curl? 






y 


% 


tell your photographer to 


cy 


prevent curl with 


Your photographer can easily 
increase the professional finish 
of his prints and make them 


more workable for you and your artists. FLAT 
provides an entirely new method of print flat- 


tening. 


ts patented chemicals penetrate the 


paper and stabilize it against the effects of 
humidity. Tell your photographer about it, or 


write and let us! 


Products of Advanced Research 


THE UPSON CHEMICAL Corporation 


Lockport, New York 


WE MAKE LINE ART 


OF ANY PACKAGE = 


for ONLY $14.25 each 
Just send empty package 


and indicate view desired. 
Delivery within one week! 


NULART Sewice BOX 200- DANVILLE, HLL 





Nor voy @ GERMAIN’S “only one of its kind” 

oats hich @COLOR TRANSPARENCY 

ates @RETOUCHING COURSE 

a le © unlocks the trade secrets of 

parsers ®color in this 18-week course. 
Phone, visit or write for complete details 


GERMAIN SCHOOL OF PHOTOGRAPHY 
225 Broadway, N.Y. 17, N.Y. WO 4-4550 
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service limited to one 

r per 50,000 populatior 
General Mills and B. I 
$9.95 monthly. 5000 

y Handbook. Free folder 

es and natl. advertisers 
AN FRANCISC ALIF 


ATTENTION 


GETTERS! 
DOUG MACK'S 
““MOPPETS’’ 


Hundred 


available 


Exclusive use 
Low Priced 
WRITE YOUR NEEDS 
AND REQUEST 
SAMPLES 


DOUGLAS MACK 


1550 Church St., San 


Francisco 


14, Calif. 


of business include food, drug, shoes, 
variety, department stores, automo- 
tive, children’s shops, paint, wall- 
paper & hardware, jewelry & gifts, 
men’s, women’s and home-furnish- 
ings, appliance and specialty stores. 
A “Metropolitan Area _ Break- 
down” is also new this year. This 
separate listing of 486 centers is 
broken down into the 21 largest 
metropolitan areas in the US. 
Monthly supplements 
published to keep the 
up-to-date. Subscribers 
titled to use a new addressing serv- 


are being 
Directory 
are en- 
ice at a nominal cost. 
The Directory is listed at $25. 44 


Highlight Store Lighting 
Impressive Color Mailers 


Unusually handsome four-color 
reproductions of store lighting in- 
stallations the 
basis of an educational direct mail 
campaign by electric utility 
panies. 

Produced by Electrical Informa- 
tion Publications., 2132 Fordem Av. 
Madison 1, Wis., the mailers are 
giant 512x7” postcards with the re- 
productions on the front, and space 
for the individual utility imprint on 
the address side plus a simple but 
pertinent sales message. 

EIP plans additional use of the 
color photographs as cover illustra- 
tions on Retailer's Review, a digest- 
sized magazine distributed to store 
managers the 
The cards were printed by 
Productions Inc., Madison 

Samples of the lighting cards are 
available 44 


are being used as 


com- 


nation. 
Litho 


throughout 


Direct Mail Group 
Offers Top National Talent 


direct mail 
for both national and local coverage 
is described in a new booklet 
Direct-Mail Creation 
Associates, Toledo, O. 

Comprised of 


A one-stop service 


from 
& Production 


large direct-mail 
companies in major marketing areas 
from New York to San Francisco, 
DMCP provides top national talent 
for creating and producing direct 
mail. 

Complete service facilities as pro- 
vided by the group are outlined in 
the unique, special-presentation 
booklet. Against a color background 
page entitled “What’s so different 
about DMCP,’ the booklet 


scribes the various facilities through 


de- 


a series of looseleaf, angle-cut half 
pages. 
Copies are available. 


- » for more details circle 430, page 131 
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How to Budget 
For Good Design 


the best 
from your publication, says 
this expert art director, 


spend enough, but not too 
much, on each element of 


design and production. 


To get results 


By Stuart |. Freeman 

Vice president & Design Director 
Shoreham House Graphic 
Washington 


How can a magazine on a limited 
budget have the 
character you would like to have 
and should have, and not look like 
other magazines of other firms and 


distinction and 


industries? How can you avoid hav- 
ing your professional editorial work 
presented in a mediocre or amateur- 
ish package? 

You can do this by striking a 
proper balance in the allocation of 
your budget dollar. 
> To illustrate what I mean by 
striking a proper balance in the di- 
vision of your budget dollar to pro- 
duce a well-rounded magazine, ex- 
amine the principles of 
photography. For the creation of a 
perfect negative, a certain amount 
of light must reach the film. You 
know how much light a particula 
emulsion requires, and you adjust 
the lens opening and shutter speed 
accordingly. You may use one of 


basic 


a number of combination to suit 
your purpose but—you must have 
the proper balance of opening and 
speed to get the required light on 
that particular film. 

If your light is poor, but good 
enough to get an image, you must 
be more careful than ever to have 
the proper balance between the lens 
opening, the shutter speed, and the 
film emulsion speed. Your latitude 
is more limited than with good light. 
Of course, the image will not be as 
good as the one taken under perfect 
conditions but you will have a bal- 
anced image which will reflect the 
subject accurately. 


> In the production of a magazine, 
certain elements are needed _ to 
create a true image of your organ- 
ization, to give the contents char- 
acter, authority, and plausibility, for 
its acceptance by your particular 
audience 

When perfect 
(when you are loaded with money 
and “know-how’’) 


conditions are 


there really is 
no problem in blending the elements 
in the right proportion to give you 
that “true image.” 

don’t have the 
money, are you licked? Not at all 
By striking the proper balance of 
the elements, the proper 


But when you 


balance 
in the allocation of your budget 
Again, 
your “image” will not be as good, 
but you will have a balanced image 
which will reflect the contents ac- 
curately. 

The elements that mold the sub- 


dollar, you get an “image.” 


stance of the magazine in addition 


to editorial policy, implementation 
of policy and contents, are design 
and layout, artwork and _ photog- 
raphy, engraving and 
typography and paper. 


printing, 


> Let’s get back to your budget dol- 
lar. 

A certain amount is, of course, 
editorial (and let’s not fool with 
that). I'll work with the graphics 
balance. Are you spending the re- 
mainder of your budget dollar on 
any one phase and skimping on the 
others? Are you getting beautiful 
printing and improvising on you 
design and layout? Are you cutting 
down on your printing and using 
a super grade paper? Are you buy- 
ing top illustration and photography 
and poor layout? Are you 
unsuitable typography 


using 
simply be- 
cause your printer has stocked up 
with it years ago? 

Those are the elements which 
should be balanced to get the most 
value of your artwork 

Because you are, 
member of the 


unhappily, a 
“deserving poor,” 
you are your own art director. Youn 
magazine may not be big enough 
to have a full-time art director but 
you can have one on a part time 
basis who can also do your layout 
and perhaps some of the artwork 
Or your designer or layout man 
can double as art director gut too 
often you must be your own art di- 


This article is adapted from a talk de 
livered before a meeting of the Middle 
Atlantic Assn. of Industrial Editors. 
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MARSHALL’S 


COMPLETE 


COLORING, SYSTEM 


Solves Graphic Art Problems 


Saves time, money 


& Embarrassment 


| 

» photos. You can even correct 

' color transparencies and | 
color Rework artwork 





Marshall’s PHOTO OIL PENCILS 
are the easy fast answer for colori 

small areas and details. The pencils wo: 

beautifully alone 
or in conjunction 
with Photo-Oil 
Colors in tubes. 
Set of 18 assorted 
transparent colors, 
<< complete with ac- 
\N cessories and sim- 


ot mt ple instructions. 
5 SS) $4.75. 





Marshall’s PHOTO- 
OIL COLORS are the 
only photo coloring sys- 
tem with 48 transparent 
authentic colors to hand- 
color photos. Used by 
professionals and in- 
dustry since 1919. 
Sets from $1.65 to 
$14.95. 








Marshall's also has a new SPRAY 
GLASS SPRAY which is a crystal 
clear glossy fixative that gives the pro- 
tection of glass without its disadvan- 
tages. Marshall’s new PRO-TEK-TO 
SPRAY is a lifetime non-glossy trans- 
parent fixative. Eliminates unwanted 
glare for photographing. 


MARSHALL'S complete coloring system is used by 
graphic art people the world over to save time 
and money—why not you? All Marshall products 
are available from any Art Supplier or Dealer or 
write to 


JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N. Y. 


! 
| | 
| | 
! Please send me FREE Coloring Brochure : 
I. 1 6-oz. can of Pre-Color Spray at $1.50 | 
! 1 box of Photo-Oil Color Pencils at $4.98 

| 1 Advanced Set of Photo-Oil Colors $7.65 | 
| | 
| | 
| 


NAME 
ADDRESS 
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rector because this job is usually 
eliminated first 

But, by all means, have a design- 
er or a layout man 


> There is a systematic way of di- 
viding your budget dollar effective- 
ly. Since the budget ruled out an 
art director, you will have to as- 


sume _ his and do 


responsibilities, 
the best job you can. 

Begin by interviewing designers, 
layout people, art services, photog- 
raphers, and others whose skills 
you may be buying 


Learn what 


might be 
publication 
select three o1 
printers who have the neces- 
Sary equipment 

Go through all of the other things 
you buy, both services and mate- 


processes 


used to produce youl 
economically, and 


four 


rials, from 


paper through typog- 
raphy and engraving, and grad 
each of these qualitatively. List 


them, 
own specialty, in of quality 
Alongside each one, list his pric 
Make this in dollar and 
cents, if at all possible If you can't 


each in a column under his 


ordet 
range 


do this, give each a price range, lik 
“high,” “medium,” or “low.” By the 
way, you will find that price and 
quality are almost invariably 


onyvymous 


> Now 


graphic 


have 
that help to mak« 


up a magazine. For each grade, you 


you graded all th: 


factors 


can find out the approximate cost 


to you. Select the combination that 
meets your budget limitation, and 


stick with it 


The net result will be 
anced 


a well-bal- 
approach to the graphi 
problems of your publication. No 
one element will be too far ahead 
behind, the others 

well-balanced 


installation 


ol, or too tat 
It is like a 
fidelity 


high- 
There is m 
point in getting a speaker of much 
higher quality than your amplifier 
and if youre going to get a mucl 
speaker (and pre- 
sumably one of less quality), don't 


waste 


less expensive 


youl money on a too-good 


amplifie1 


If you balance your graphic dol- 


lar, and equalize its components 
you will get the best results out 


a limited 


ot 


budget 44 


German Typewriter 
Types Up Charts 


From West German comes a new 
development — in 
Chart-Typer typist to 
type complex chart material which 


typewriters—the 
enabling a 


formerly was a strictly pen-and-ink 
job 


—_——Se 


The Chart-Typer keyboard has a 
normal upper case alphabet and fig- 
ures. Instead of lower case letters, 
however, the machine has 27 differ- 
ent chart symbols. All chart symbols 
are in shift position so that shifting 
is necessary only when changing 
from chart typing to regular typing 
or back again. The alphabet and 
letters have been especially de- 
signed to harmonize with the chart 
symbols 





An attachment permits the typing 
of charts on any kind of paper and 
is said to accurately scale the charts 
and keep them alined at all times 
With the addition of a carbon rib- 
bon, the typed material can be used 
for offset printing 

The 
priced moderately 
typewriters. Siemag Feinmechan- 
ische Werke GMBH, West Germany, 


is the manufacturer 


1 


said to be 


Chart-Typer is 


above standard 


The exclusive 
distributor is Continental Office 
Machines, New York 


. for more details circle 427, page 131 


Eastman Gives Tips On 
Printing Color Film 


Tips on how to print from color 
film are available in a booklet en- 
titled ‘“Negative-Positive Color,” 
available from Eastman Kodak Co 

The eight-page brochure, in full- 
color, features the company’s Ekta- 
The 
major portion of the brochure is de- 
voted to 


color film and printing pape: 


telling how to use colo 
film for successful reproduction of 
color prints. A spread, in full color, 


illustrates the different results at- 


tainable from color film including 
color prints, color transparencies, 
dye transfer prints, R.O.P. process 


color and black-and-white 


prints. 


. for more details circle 428, page 131 
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One regular 3/4 ounce 
size bottle of 
CRAFTINT “66” 

Jet Black India 
Drawing Ink with 

the purchase of a 
CRAFTINT-DEVOE 
16” Color Wheel Set 
shown below. 


duri 
f it 
at yo U r a vor e Color Wheel Set offers a complete range of gorgeous colors 
16 in all — to meet every art requirement. Ideal for teaching 
| color theory and harmony. Creamy, opaque and smooth- 
flowing paints in a brilliant array of rainbow spectrum colors 
1} | that include: Spectrum Yellow, Spectrum Yellow-Green, Spec- 
DEALER! 


CRAFTINT-DEVOE 
“16” COLOR WHEEL SHOW CARD SET 


Preferred by professionals and advanced students, the “16” 





trum Green, Spectrum Blue-Green, Spectrum Blue, Spectrum 
Blue-Violet, Spectrum Violet, Spectrum Red-Violet, Spectrum 
Red, Spectrum Red-Orange, Spectrum Orange, Spectrum 
Yellow-Orange, Dark Brown, Gray, Flat Black and White. 


$3-40 


SAIN UU I YUYQOUOUOQUUU JAGQOO( hiya (I OOOIQOOOQHHOGOVIAG 000 HAN O0() 1? 


— 3a Manning rrnnn Ky: 





eA 





et 
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S = 
SSE =< 
o- =—<— 
a = = > 
Se Present this FREE GIFT COUPON at your favorite art dealer = 

So MR. DEALER: These c s jeemabl . tut , = 
S- = haryorennd CRAFTINT Distributor, or and receive a bottle of CRAFTINT “66” Jet Black India Drawing = 
— ‘= write direct to the address below. Void un- ; = 
—— less initially presented to you by retail cus- Ink .... Absolutely Free with the purchase of a CRAFTINT- = 
"=> tomer or where prohibited, taxed or otherwise . 
=—s= restricted or abused 7 “1@” Se j ic 

== Grecun cibhios See 0b 1008. DEVOE “16” Tempera Color Set at its regular price. 

at 


0100 


THE CRAFTINT MANUFACTURING CO. + 1615 Collamer Avenue, Cleveland 10, Ohio 
=H ANNA AANA NAA AANA ieat Lett MEALIEUENENET EEE ARENT N EE DENE EN NAA AANAAAACALA HAE SS 
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Color plays a key role in creating the impulses that 


lead to sales, but since color preferences are constant- 


ly changing, one must keep an eye on trends. 


Vhat Color Trends 


Mean to Sales 


Everybody knows that color plays 
an important role in sales, but it’s 
not easy to determine just what 
color. As Randall Cook, sales pro- 
motion manager, California Ink Co., 
San Francisco, puts it, “Color pref- 
erence is something you can’t ask 
a woman about. She will never ad- 
mit that she bought a certain brand 
of ice because its 
carton was printed in French blue 

“Colorists and market research 
leaders agree that the starting place 
for the development of a compelling 
color scheme is factual data on the 
colors a woman actually buys 
not on the colors she says she likes.” 


cream simply 


> California Ink’s analyses of color 
preferences are based on its sales of 
tubed colorants to the paint indus- 
try. By examining the comparative 
demand for each of 140 colors or- 
dered and reordered by its 12,000 
paint retailer customers, the com- 
pany can measure the changes in 
color interest. Each six months it 
issues its Colortrend Reports as a 
guide to changes in color prefer- 
ence, 

These reports have had varied 
uses within industry. Merchandise 
managers have used them to select 
colors that will be acceptable and 
to avoid unpopular ones. Agency 
people have found arguments to 
back up their suggestions for color 


changes. Artists can build impact 
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into a piece by subtly incorporating 
high-preference colors. Package de- 
signers find it a useful supplement 
to their own research. And some, of 
course, find them of no value at all 


> Color preferences seem to follow 
pattern. According to 
Estelle Tennis, retired executive di- 
rector of the Color Assn. of the 
U. S., major color trends originate 
“in the high style field, 
either in Paris for dresses, or in 
Florence, Italy, for sportswear. Buy- 
ers for many of the leading U.S 
department stores select their mer- 


a regular 


fashion 


chandise from the annual shows in 
these two centers, supplementing 
what they buy in New York and 
Los Angeles. 

“Once a color becomes a hit in 
the high fashion field, it may catch 
on in the lower-priced lines of 
dresses. Some of these colors then 
become favorites for home decorat- 
ing and are then quickly picked up 
by other merchandisers.” 

Mrs. Tennis several ex- 
amples of this directional movement 
of color appeal: 


cites 


@ Ibis pink, second in general pop- 
ularity last 
chosen by 


year, was the color 
Mamie Eisenhower fo1 
her 1958 inaugural dress. This same 
pink ultimately became _ popular 
throughout the fashion field, even 
for men’s shirts, and since then has 


enjoyed 
home decoration. 


increasing popularity in 


@ Last fashion 
color was a blue very similar to the 
Dresden blue which shot up so fast 
in the last half of 1958. 


year’s sportswear 


e The coral now rising so rapidly 
in the paint industry was a fashion 
leader a year ago 


> Package designers are finding a 
direct correlation between the colors 
the American woman likes for her 
home decorating and 
reaches for on the 
shelf. 

In the past year many manufac- 
turers, according to Cal-Ink spokes- 
men, have discovered that the sales 
of products presented in a conven- 
tional green color have 
badly. 

“This was true,” explains Randall 
Cook, “in products ranging from re- 
frigerators to toilet tissue. And the 
reason is simply that green is now 
at a very low ebb of popularity, 
compared with its historic position 
as a leader in the color field.” 

During the last half of 1958, Mr 
Cook points out, radical changes 
have occurred in color preferences 
of the mass market, by which is 
meant the 90°, of housewives who 
have been referred to by Faber 
Birren as “those who prefer com- 
paratively few colors and the same 


those she 
supermarket 


slipped 








TODAY'S 
ALY COLORS 


— nO how the ip popularity 
has changed during 


th last yy months 


‘ 


What is happening in consumer 
color preference—a factor of vital sales 
importance to dozens of industries — is 
indicated by the color chart at right 


The two right hand columns show the 
changes in popularity of the lighter hues 
the stronger versions of which are shown 
in the left hand column 
This chart has been compiled from the 
latest Colortrend' Report issued by 
The California Ink Company, Inc.— one 
of the largest suppliers of colorants 
to the paint industry 
Past experience with these reports has 
shown that manufacturers of appliances, 
fabrics, soaps planters, paper and 
housewares achieve outstanding sales 


increases when the idopt the high 
preference colors shown to be on an 
upward trend in the paint industry 
NOTE he how e of x t 
és i bas 
“ jentif e . e 
an a a1 Q as “ 
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CATTAIL 


SUMMER 


1958 


PINEFROST 


DRESDEN BLUE 


IBIS 


CONFECTION 


SAND 


WILLOW 


JONQUIL 


COCOA 


April 


WINTER 


1959 
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ones throughout their environment.” 
Blue was an extremely popular 
fashion color, for example, in 1957 


Following the usual pattern, it then 


hit the home furnishings and home 


decorating market hard in the last 
months ot 


expected to become a best seller on 


many items such as automobiles, 
hnouseware and appliances 
Not just any blue will do the job, 


howeve! Mr. Cook warns, “A clos¢ 
look at the relative preference fot 
18 different blues discloses that the 


ediu ilues slightly on the warm 
ed de are favored far above eithe) 
the ol the é grayed bl 1es, O! 
thy ‘ ht pastels 


Another outstanding trend durin 


the last half of 1958, according to 
Cal Ink’s reports, was the surge up- 
vard in popularity of medium 
browns and corals, and the trend 
toward i preterence for stronge! 


colo 

During the period from 1951 to 
early 1958, color trends shifted from 
very deep forest greens and choco- 
late through the 1954 interest in 
medium intensities and values to 
the 1957 demand for off-whites and 
very light muted pastels 

The turning point apparently 
can in the summer of 1958 when 


1958, and it can now be 


the trend began to go the other way 
The off-whites are now dead in the 
mass markets. The blues, browns 
and corals are leading the way back 
to more colorful homes and home 
furnishings 


> “A study of mass market colo 
trends,” Mr. Cook contends, “shows 
that the American housewife is fai 
more sophisticated in her color taste 
Little 
indication can be found of varying 


than is commonly supposed 


color tastes due to socio-economic 
status, age or region.” 
Color. 


is only one of many factors related 


Cal-Ink executives admit, 


to pac kage to product success. But 
a close study of the high preference 
colors, they believe, can disclose 
several alternatives in each colo: 
family. From these a hue can be 
selected which will contribute most 
to the attention value, the legibil- 
ity or the desired mood of the pack- 
age 44 


New Conversion Process 
Available in Stock Art 


A new method of 


reproducing 
halftones has been adopted by the 


Clipper Creative Art Service, pub- 





: Rapid Art Service 
304 East 45th Street, New York 17, MU 3-8215) 
After you ve huddled with our art directors and called signals to our 


production line, you can be sure of professional teamwork 


fast-breaking promotions 
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and no fumbles 


ILK SCREEN « BOX EASELS & BINDERS 





Tone through line . ‘ ing line f 
varying width, rather than dot f vary 
ing size, permits greater flexibility ir 


Juction, say publisher 


t 


lished by Multi-Ad Services, Peoria, 
Ill 

Instead of using dots of varying 
sizes to represent gradations of tone, 
as is customary in most engravings, 
the new process, called Linetone, 
uses lines of varying width. The 
advantages, according to the pub- 
lishers, are that Linetone avoids the 
risks of moire patterns in multi- 
color printing, as well as its im- 
proved ability to withstand extreme 
reduction without filling in 

Details are available from Multi- 
Ad Services 44 


New Color Center To 
Aid Agencies, Industry 


To speed progress in the develop- 
ment of scientific color principles, 
Interchemical Corp. has established 
a unit to be used for color research 
and consultation. In addition, infor- 
mation and assistance will be made 
available to advertising agencies, 


industry othe: 


associations and 
interested in the 
field of color 

Called the Color Center, it will 
be used as headquarters for Inter- 
chemical 


groups general 


operating divisions, and 
for members of allied fields as well 
Liaison with scientific societies, in- 
dustry associations and other groups 
concerned with color will also be 
maintained 

F. L. Wurzburg Jr., a color expert 
with 25 years’ experience in the 
field, will direct the center which is 
located at Interchemical’s Central 
Research Laboratories, 432 W. 45th 
St.. New York. Mr. Wurzburg has 








been associated with Interchemical 
for a number of years. 

The center will conduct basic re- 
search on improved techniques for 
color matching and for establishing 
color standards and tolerances. A 
study of color nomenclature is a 
long-range objective 

Among the special features of the 
center is a lighting system that can 
produce six kinds of illumination 
needed for precise color appraisal. 
They are: simulated north sky light; 
overcast. north sky light (recom- 
mended for color matching); aver- 
age daylight; super deluxe cool 
white fluorescent light (commonly 
used in supermarkets and retail dis- 
plays); color transparency illumina- 
tion, and normal incandescent illu- 
mination (the type found in the 
home). 44 


Color Corp. Catalog 
Doubles As Handbook 


Busy people who purchase color 
photography, color prints or trans- 
parencies for reproduction or ex- 
hibit will find value in a compre- 
hensive, ready-reference handbook 
designed for just such people as 
themselves 

Now available from Color Corp 
of America is that company’s “Tech- 
nical Information and Price Cata- 
log,’ a manual representing more 
than two years of intensive prepara- 
tion 

The book IS arranged In sections 
for handy reference. The four main 
sections are concerned with colo 
prints, color transparencies, the 
company’s color services and gen- 
eral information. Each product and 
service is dealt with individually 
and accompanied by a handy check 
list for ordering 

The general information section 
contains data on shipping, insurance, 
sales policy, guarantees, etc. Several 
pages are devoted to such subjects 
as limitations of various color re- 
production processes, viewing re- 
quirements for color transparencies 
and prints, and the comparative 
characteristics of color taking films 

The manual was prepared unde1 
the guidance of Lloyd E. Varden, 
adjunct associate professor in graph- 
ics, Columbia University. Prepara- 
tion costs of the information alone 
are said to be in excess of $15.000 

Price of the catalog is $3. How- 
ever, it will be sent free of chargs 
and without obligation to responsi- 
ble business people who write on 
their own letterheads to Joe Snyde r, 
president, Color Corp. of America, 
13 W. 61st St., New York 23, N.Y. 44 


Make your job easier by eliminating... 


CEO RUE UCU ee 


Use Crescent kee-lined illustration or 
Bristol Board. Accuracy is assured! 


OTE Va i 
CARDBOARD See your dea/er for samples! 


IATA 


Formerly Chicago Cardboard Company 
1240 N. Homan Avenue « Chicago 51, Ill 





New Sheet Protectors 
of Du Pont Mylar 


Tougher ... thinner, too! There’s no “pull- Du Pont manufactures the base material “Mylar” 
out’’ problem at ring holes when you use }, (i ™ wal oe ee ee ae 
sheet protectors made of extra-tough ~~ ee ST aaa ied 
Du Pont ‘*Mylar’’* polyester film. Thinness 
of ‘Mylar’? means up to 35‘; more sheets 
in a binder... less bulk and weight for 
salesmen to carry. 

Cut replacement costs with the dozens 
of new stationery items now being made 


DU PONT 
of *‘Mylar’’. Specify “‘Mylar’’ when order- Sips 


ing stationery items from your supplier, J YLA wy 
For demonstration sheet, write: The 

Du Pont Co., Room VI, Film Depart- 
ment, Wilmington 98, Delaware. 


POLYESTER FILM 
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New Brownie Automatic Movie Camera, 
*/2.3. $74.50 





li eee ey: az" 
New Kodak Automatic 35 Camera. $84.50 





New Kodak Cine Automatic Turret — 
Camera, f/1.9. $124.50 i —™ | 





New Brownle Stermotic Comero. $34.50 New Kodak Cavalcade Prejecter, 
#4} ae Model 520. $124.50 


New automatic features make Kodak cameras 
more desirable premiums than ever! 


Kodak brings you the most complete line of auto- Everybody knows and wants Kodak products. Nov 


matic, electric-eye photo equipment ever! Great you Can expect even more enthusiasm and consunn 
vy cameras that control ¢ xposure settings... icceptan¢ e! Another lmportant advantag 
electronically! Brilliant new projectors that virtu- Kodak’s full range of retail values ($4.25 to $850) let 
ily show pictures by themselves! you choose premiums priced to meet your budget 
I 
Uhis { ul ] line is being nnounced by th Mail coupon today for furth r details on promotion 


biggest Kodak ad campaign to date in Life, L tunities with Kodak premiums. No obligatiot 


I he Post, National Geographic, many ther le 1 r 1 


Ozzie and Harriet Nelson, and “I Love Lucy”. If it's made by Kodak, you know it’s good 





EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


f--- oo MAIL COUPON TODAY -—————————-————————-—-——- 


EASTMAN KODAK COMPANY 
Premium Sales Office, Rochester 4, N.Y 


TRADEMARK 


Position pSPEON Ixo@dalk 


OL - co © April 1959 














April 1959 + QM: 93 


verseas Premiums 
~ Can Add Glamor 


To Your Promotion 


v re 
' 
cy 
4 e 
yi 
By William S. Roach 
c ident Wor 1-\W 1¢ (~j $+ 
r N y 
Last spring, Colgate-Palmolive’s 


television programs, its tens of 


thousands point-of-purchase  dis- 
plays, its full-color ads in Life, fea- 
tured a choice of three premiums 
A hand- 


; 
clock, a pair of 


drop-shipped from Europe 
carved German 
Italian gloves, a hand-painte d Dutch 
Delft lamp, could be obtained for $1 
each, plus prool ot purchase, in an 
exciting self-liquidating campaign 
Othe 


perked up their premium programs 


national advertisers have 


by offering such items as Samurai 
cutlery from Japan, Venetian glass 
from Italy, Evzone soldie 


neckware 
dolls from Greece, perfume trom 
Paris. The consumer gets glamor in 
these items from far-away places, 
and the sponsor gets unusual oppor- 


tunities for building goodwill 


’ Once a good program is rolling, it 


is smooth enough, but a_ sponsor 


who has never had any experience 
in this technique has a lot of ques- 
tions to which he needs the answers 


® Must he deal directly with foreign 
manufacturers, or are there reliable 


U.S. suppliers? 


® Do you pick items from a catalog, 
or can you offer something you ran 
across in a local gift shop? 


@ What are the time factors? 
® How do costs compare? 


@ How can he guarantee quality? 


© How do you get started? 


>» Let’s answer the last question first 
In my opinion, the first step is to 
contact a reliable supplier in the 
United States. In general, it is un- 
realistic and risky to try to deal di- 
rectly with foreign manufacturers 
There are, of course, thousands of 
reliable firms all over the world, but 
unless you have had a lot of experi- 
ence youll have trouble selecting 
them from others who are not really 
aware of the ways to handle pre- 
miums 

There aren't too many 
United 
Companies which have al- 
ready used premiums from over- 


reliabl 
suppliers in the States, 


either 


seas should be able to give you 
some leads. But whomever you se- 
lect, you should be sure he has the 
following characteristics 


e A solid history of foreign drop- 
shipping 
© A network of reliabl 


loreign 


sources 


e@ A good catalog of 


samples available lor your inspec 


items, with 


tion 


s A record ol 
handled 


actual promotion 


> Now that you have you! supplic e, 
how about your item? What do you 
want to offer as a premium? Of 
course, just aS When you select 


premium from a domestic 


source, 


you must consider the 


purchase 
price, the appropriateness to your 
product or your promotion, the 
ease of handling, the shipping costs 
But when you consider overseas 


addition to domesti 


sources In 


sources, you can capture some ol 


Unusual Values = 
Foreign Lands 


to you HOLLAND -ITALY ERMANY 
fs, 


for ony 


~ Sy Yous 


" 42 


MPORTA 
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GET A COMPLETE SET! Use coupon below, with 2 
tops of Nobisco Wheat Honeys or Rice Honeys for 
Joll_to order these fascinating, attractive, handmade 


COLLECTOR'S DOLLS from around the world! 


n a eae om “i 
a f 
A th . ~ 
“a tA 
: 3 
} y 6, & 
e vu 5 Jj J "al 
. a : \ 
wet” be) 
sou rons tap caMMrUAL# 10 MAKE sume 
. You Ort tea Oks You want 
wean wave ¥ 11% SUCH HANDSOME DOLLS FOP SCH 4 Sma COST Ay 


Bounce-back Offer 


¢ 


The in ide spread 
ircular included with the riginal 
im ttered premiun 


1S€ 


the exoticness of a distant country, 
ome of the special touch of modern 
good taste and advanced design, and 
some that cannot be matched any- 
where else. Examples of these three 
categories are the German clock 
mentioned earlier, a Swedish stain- 
less steel knife, a vial of French 
perfume 

If you stick to the line currently 
presented by a U.S. supplier, you 
will avoid many of the risks of hap- 
hazard selection. His items will have 
passed the tests of premium appeal, 
low weight, postage costs, customs 
classification, price advantage, mail- 
ability, and other considerations. Of 
course, you can always ask about an 
item you have seen in a local shop 
window. An expert supplier will 
know, or can find out, whether U.S. 
distribution rights will prevent drop 
shipment from the country of ori- 


gin, and what other factors are 
pertinent 
>» One of the major advantages of 


ising a foreign premium, drop- 
hipped directly to the customer, is 
the fact that the ratio of cost and 
U.S retail value is bound to be 
favorable. In addition to whatever 
advantages there are in buying mer- 
chandise with U.S. dollars, you will 
be avoiding the complicated chain 
which brings a foregin-made item to 
the shelf of your local store. The 
rule-of-thumb in the import field is 
that any item will sell somewhere 
between five and six times its 
at the 


cost 
foreign factory. An item for 
which you pay 70c at the factory 
door in a 


foreign county would 


have to sell at a price of $3.50 or $4 
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on the shelves of an American gift 
shop. 

You don’t avoid this entire mark- 
up, of course. There is still postage, 
but the rate structure is such that 
you may be able to make consider- 
able savings. Another area of sav- 
ings is that of custom duty. Because 
of administrative expediency, no 
duty is collected on small packages 
sent to individuals. 

While the cost picture is almost 
always favorable, this duty factor 
makes certain high duty items even 
more attractive, increasing the com- 
parative ratio between premium of- 
fer and similar merchandise sold at 
retail. Dolls, for example, carry a 
duty which varies from 40%% to 
over 80° of cost: 
is dutiable at 45%. 


sterling silver 


> There is another “secret weapon,” 
but this is one for which you must 
depend almost entirely on the so- 
phisticated knowledge of a supplier 
experienced in trade. In 
many countries today, the manu- 
facturer who sells for dollars can 
benefit from various governmental 
grants provided for creating dolla 
revenues. Often as not, however, 


foreign 


the foreign producer himself is not 
aware of these trading privileges, 
subsidies, etc., and he’s usually hap- 
pily surprised to learn about these 
back-yard money trees through the 
man from America! 


> Now that selected you 
premium and you're eager to get 


you ve 


going on your own promotion, don’t 
rush into it without checking over 
a few other points 


© Foreign Production Capacity 
Production cadence must be suffi- 
cient to meet the maximum antici- 
pated volume of orders. Ideally, in- 
ventory should be _ maintained 
abroad for rapid order fulfillment on 
test programs, as well as during the 
early phases of your promotion un- 
til you can make reliable projec- 
tions 

Make sure production capacity 
has been established through case 
histories, and see that your supplier 
is able to turn to additional pro- 
ducers in case youl returns are 
expected While 
some articles, being made by hand, 
have an inherent limitation on pro- 
duction volume, there is a way to 
get around this. Offer a choice of re- 
lated items from different sources, 
as did Colgate. Nabisco, in another 


better than you 


promotion, offered a foreign-made 
doll, but no source could produce 
more than 30,000 a month. But the 
supplier offered dolls from more 
than 30 countries, which permitted 
Nabisco to offer 24 different models, 


with some of them needed in num- 
bers as few as 3,000 per month! 


© Commitments . . It is sometimes 
wise to commit yourself to a specific 
volume, within normal business 
prudency, of course. Both you and 
your supplier would naturally prefer 
to leave yourselves free, and some- 
times this is possible. But it may be 
to your advantage to commit to the 
limits of your expectation. Remem- 
ber that most of the manufacturers 
or artisans with whom you will be 
dealing are small. They can’t really 
be expected to gear up for large 
output on what they must regard as 
a speculative order. 

An additional advantage of a 

commitment is to help you get ex- 
clusive use of the item. And a good 
supplier can take much of the risk 
out of the operation. While he can't 
bind himself in advance, he may be 
able to bail you out, if results are 
disappointing, by using your “overs” 
through other channels at his dis- 
posal. 
@ Exclusive Protection . . This is an 
important element in the success of 
any promotion, and it can be 
achieved with many foreign drop- 
shipment programs. But be sure not 
to feature nylon stockings or bar- 
becue sets which may be produced 
by hundreds of U.S. manufacturers. 
An exclusive on a Siamese bronze- 
ware cake server, for example, will 
be a pretty safe bet. 


® Delivery Time Generally 
speaking, transit times are less than 
you might have guessed. You can 
get accurate information from a 
supplier, on which you can_ base 
your promotion 

The average time to the port of 
entry in this country is about two 
weeks from Europe, Central and 
South America; 2% weeks from the 
Mideast; three to five weeks from 
Asia, Africa and the Far East. Then 
you must figure in the time it takes 
you to process the orders, to airmail 


the labels to the producer, and 


Factors in Premium Selection 


Foreign Production Capacity 
Commitments for Purchase 
Exclusive Protection 
Delivery Time 
Order Fulfillment 
Packaging 
Replacement of Lost 
or Damaged Merchandise 
Product Liability Insurance 
Legal and Technical 
Limitations 
Postage Stamps 
Bounce Back 


LLL TA TAA 


Something Extra 








whatever lag in production you 
might run into. Then add a week, 
just to be safe, and you 
range. 

Don’t overlook the possiblity of 
delivery of items by air, especially 
for light-weight Sometimes 
you can include an extra charge to 
the customer for air mail. This may 
cut delivery time to as little as two 
weeks, which can add considerably 
to the impact of your offer. 


have a 


items. 


© Order Fulfillment . . The prompt 
and efficient handling of orders is 
important to the 
goodwill. If you 
heavy 


maintenance of 
anticipate very 
give serious con- 
sideration to using an outside ful- 
fillment house, even though it may 
cost a little more 


returns, 


© Packaging . . This is an important 
element, since there is no better way 
of losing goodwill than to deliver a 
broken or damaged premium for 
which the customer has been wait- 
ing anxiously. Be sure to approve 
the packaging in advance, to make 
sure it is properly engineered to in- 
sure safe delivery. Don't set you! 
standards too high, or you will run 
into unnecessary weight and higher 


postage. 


© Replacement of Lost or Damaged 
Merchandise While loss in the 
mail is practically non-existent, and 
damage usually negligible, this item 
nevertheless belongs on your check- 
list. Be sure that supplier 
guarantees delivery and will replace 


your 


damaged merchandise promptly, at 
no cost to you 


@e Product Liability Insurance 
Your supplier should have this pro- 
tection for you. If he 
might be a good 


doesn't, it 
idea to find out 
why. It is probably just a case of 
oversight, or perhaps skimping, but 


why should you take a chance? 
Such insurance is not very expen- 
sive, and may save a great deal 


of trouble 


@ Miscellaneous Technical Require- 
where 
you must lean heavily on your sup- 
plier’s 


ments This is one area 
knowledge of the import 
You wouldn't be likely to 
know, for example, that lovely In- 
dian Zari silk scarves 
U.S. Flammable 


that precious 


trade 


violate the 
Fabrics Act, nor 
teakwood jewelry 
boxes from Hong Kong must have 
a Certificate of Origin 
the Customs 


How about 
Declaration green 
sticker, U.S. mailing regulations, re- 
turn address requirements, and so 
has had 
enough experience to be aware of 


on? Be sure your supplie1 


all these factors 


e Stamps .. This is a simple way to 


Premiums, Prizes & Speciaities * Yo 


add a touch of glamor to your pro- 
motion. Exotic foreign stamps make 
the package more exciting, but if 
you don’t specify them, many man- 
ufacturers may use meters, which 
look almost alike no matter 
they are from. A_ supplier who 
knows his way around may be able 
to get commemorative stamps that 
bear some relationship to the premi- 
um. A religious premium, for ex- 
ample, may be enhanced by a 
French stamp that pictures the 
shrine at Lourdes. 

Some premium have en- 
hanced the allure of their item by 
enclosing a special “Save the Stamp” 
slip, which calls attention to the 
philatelic value of the 
the outside. 


where 


users 


stamps on 


® Use a Bounce Back You can 
get additional mileage from your 
premium by enclosing an offer of 
another related item. By requiring 
proof-of-purchase, you can create 
more sales without additional pro- 


motional expense 


© Something Extra Here’s half 
the fun of getting a premium, and 
more important for results than 
you might imagine! Enclose an in- 
teresting descriptive brochure re- 
lating the premium to the artistic 
skills, the history, geography and 
culture of the country of orgin. If 
you give the recipient some back- 
ground information, she'll be moré¢ 
likely to show off he: 
sion to her friends, and to tell them 
how she got it. 


new posses- 


Even the package wrapping can 
be made intriguing with exotic de- 
signs and markings, 


projection of 


aiding in the 
your customer to a 
far-away place 

For a few pennies more, you can 
probably include a small denomina- 
tion foreign coin or banknote, addi- 
tional cancelled stamps, a_ page 
from a foreign-language newspape1 
used as stuffing (and if it is a 
foreign version of Mickey Mous¢ 
or some other’ syndicated 
strip, the reaction will be exciting), 


hotel stickers or travel folders. Some 


comic 


users have added an extra 


dividend, like a novelty or a magic 
trick 


even 


> Basically, there isn’t much differ- 


ence between a premium promo- 
tion using a domestically-made pre- 
mium and one which is the product 
of foreign craftsmen 


need 


Both programs 
care and thought, but one 
based:on the foreign drop-shipment 
technique needs just a little more 
But many a United States advertise 
has found out that it returns just a 


little more, too 44 


. 





... exciting 
new premiums 
aa) 
tremendous appeal! 


for beach or yard play 


: 


DEALER 
INCENTIVE 


@ Heavy latex 
construction 


®@ High Bounce 


® Good Balance 


@ Bright colors 


@ 3 sizes 


® Simple, positive seal 
12" 18 2A \ 
/ 


@ Bulk or packaged 





See Oak Display 


at PREMIUM SHOW 
April 6-9 © Booth A-6 


THE OAK RUBBER COMPANY ' 


227 Sycamore St., Ravenna, Ohio 
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A Limerick 
Contest 
Promoted 


Oil Heat 


Happy Winner 
by the men who 
prize an 


nus for being 


W ith a swimming pool as the first prize, this 


il-heated swimming pool. The check is a 


. The winner, Mrs. David Bush, is surrounded 
put together the contest, plus a model of her 


a 


customer of an association member 


contest built dealer membership in an association, 


encouraged builders and aroused consumer interest. 


By Homer Hathaway 


The problem: How to generate 
interest among the public in oil- 
heat and services during the 


mer months? 


The customer: Qi! Heat In- 
stitute of Oregon and Southwestern 


Washington 


The solution: A limerick 
test, devised and conducted by 
cific National Advertising A 
Portland, Ors 

When Pacific National was asked 
to conduct a contest which would 
be “different to stimulate interest 
in fuel oil dealers and their ser 
ices, it decided that it would have 
to be the kind of a promotion which 
would snare the 
tion, be 


public ImMagzina 
simple to enter, and ger 
erate interest in prizes which wer 
off the beaten track 


The agency was faced with th 


problem of having a sponsor who 


had very little foot traffic into h 
place of business during thi 

mer months How were they 
reach the buying public? 

That one was solved by takin 
large ads in the local newspapers 
all over the state, running a con- 
test entry blank in the ad. This wa 


30 suecessful that entric on these 
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newspaper blanks were still com- 


ing in during the tenth and final 
‘+k of the contest. The fuel oil 
dealers also distributed over 250,000 
of these blanks, either from their 
stores ol 


through their own mail 


campaigns 


4 The contest had several other ob- 
jectives. It was devised to get fuel 
il dealers who had never joined 
x” who had dropped out into the 
issociation. Part of the contest win- 
ner’s grand prize would be a bonus 
of $500 cash if the winner had pur- 
chased oil from an OHI membe 
As it turned out, the winner bought 
her oil from a Portland dealer who 
1ad rejoined the OHI because of 
the interest created by the contest 
The prizes were another prob- 
lem. The dealers wanted something 
different than the usual thing being 
offered—Hawaiian vacations had 
been done to death. So, the top 
prize in this contest was to be a 
$3,500 oil-heated (naturally) Cas- 
cade swimming pool. There were 
to be 42 other grand prizes, rang- 
ing from a $2,000 outboard boat and 
motor, down to a small kit of P&C 
hand tools 
Fifteen of the grand prizes in- 
cluded a year’s supply of heating 
oil. There were 93 prizes all told, 
valued at over $15.000. Five prizes 


were awarded each of the ten 
weeks. Prizes were donated by man- 
ufacturers and wholesalers who re- 
ceived tie-in promotion for thei 


products in all advertising media 


> Mrs. David Bush, mother of three 
children, was the grand prize win- 
ner, getting not only the swimming 
pool but the $500 bonus as well 
She was presented on KGW-TV 
during its nightly “News Beat” pro- 
gram, and handed the check by 
Leonard Gassner, executive secre- 
tary of the Oregon OHI 

“The contest was tremendous, to 
say the least,’ Mr. Gassner said in 
his appraisal of its success. “It did 
far better than we expected. The 
contest was very successful in tell- 
ing the virtues of oil heat to the 
public. In fact, even the limerick 
which was prepared required the 
contestant to think of the benefits of 
Modern Oil Heat. Every entry 
blank was a sales piece of its own.” 

The dealers agreed, saying that 
the contest had done more to spur 
business than any OHI venture they 
could recall 


> The contest was promoted not 
only through newspaper advertis- 
ing, but also by extensive use of 
radio and tv. An important part of 
the latter media was the use of in 





FREE! 


“HOW TO” 
FOLDER 


--. Gives | 
practical 

ideas and 

Pitre te trai tela 

for effective use of 


LEYSE ALUMINUM 


ath ee BY 


for e SALES PROMOTIONS 
e TRADE TOKENS 
Ph tr 8 me elt a1) tS 
e GRAND OPENING AND 
OPEN HOUSE SOUVENIRS 
e TOURIST NOVELTIES 
© SPECIAL KEY CHAINS 


New, thought stimulating brochure tells 
how to put Leyse advertising COINS to 
work for you. Low in cost — yet high 
value, they are practically unlimited 
scope and provide a constant reminder of 


your product or organization 


People like 
to handle coins, so they ore handled and 


seen many times! Write for your free copy 


of this helpful brochure today—Dept. AC 


A 


KEWAUNEE, WISCONSIN 


..-like 800,000 Americans who © 
are alive and well, cured of 
cancer because they went to 
UC CAC e MM 
Cur CMe CM Ce atm ae 
family to have a health checkup, — 
including a pelvic examina- 
tion, every year. It's living 

Tint elie 


AMERICAN CANCER SOCIETY 


terviews with home building con- 
tractors telling why they and thei: 
customers preferred oil heat. 

Joseph W. Bennett, Pacific Na- 
tional account executive on the 
OHI account and one of the con- 
test planners said: 

“We were looking for a vehicle 
to pick up the ball and run during 
the peak heating equipment in- 
stallation months—something that 
would put the public in the right 
frame of mind to think kindly of 
modern oil heat, and to give us 
something that the many oil dealers 
and heating equipment companies 
could use as a sales tool. 

“Besides the effect on the buying 
public, the contest created a pride 
of ownership on the part of the oil 


HOW 


aM 


CAN IMPROVE YOUR 
POINT - OF -PURCHASE 


BOOKLETS AND LABELS 


Send for this COLOR GUIDE 
that shows how to make your 
“printed salesmen” more ef- 
fective... how color can help 
you develop the desired emo- 
tion about your product in 


dealers something that Was real, the consumer's mind 
real big. The industry was ready 
for a big boost, because for some 
time the competition has swamped 
the Northwest with many promo- 
tion dollars. Here was one place 
where we were as big, even biggei 
than the competition in volume of 
advertising 

“The contest helped sell some new 
dealers on joining the association 


It helped get more dealers inte) Sip -Sihaleanat he Gales 


ested in doing a harder equipment 337 S. Patterson Blvd., Dayton 1, Ohio 


selling job. Many dealers joined in 
wholeheartedly and gave it the hard 
sell during the summer months, 
even door-to-doo1 calls, backed up 
with direct mail of their own. The 
Oil Heat-O-Rama was a good doo 
openel 

“In addition, the contest put us 
closer to the furnace equipment 


because they realized we 


peopl ’ PREMIUM and SALES PROMOTION 


IDEAS in 


were doing a selling job fo 

Each entry listed the home own- 
ers heating equipment and age 
years. We got thousands of g 
leads. The contest put us close 

the home builder, in some cas 

> SPONGES 

> BATH MATS 
> CHANGE PADS 
> MOBILES 


was successful in changing a num 
ber of new homes from othe 
to oil heat.” 


erie ee . 
hus Pacific National took ADVERTISING MESSAGE OR 
old idea, gave it a few modern DECORATIVE DESIGN IS PRINTED 
DIRECTLY ON PLASTIC FOAM 


twists, incorporate d every body into 


the act that thev logically THESE AND MANY OTHER IDEAS 

1 IN PLASTIC FOAM MATERIAL CAN 

HELP YOU TO A MORE SUCCESSFUL 

pro- PROMOTION OF YOUR PRODUCTS 
CUSTOM MADE TO FIT YOUR NEEDS 

IN ANY QUANTITY LARGE OR SMALL 


and came up with one of the most 
highly successful advertising 
motions seen on the Pacific C 
in a good many years. They are al 
ready laying plans for next 
mers promotion for the 
ADVERTISING CO., INC. 
2215 CENTRAL AVE. 
SCHENECTADY 4, N. Y. 


ganization 


SS at ees a 


Please send me your descriptive folder 
"IDEAS in FOAM" 


Brush Up On Your Spelling. 


It May Be Worth Money! NAME 


T , C0 

ne nathonal consume! sport I 

gleefully pouncing on copy mistak ADDRESS 

CITY & STATE_ 


and pointing them out to 


embarra sed editor 
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been capitalized on in a clever con- 
test for Scott Outboard Motors. 

The “Scott Spelling Bee,” 
ip by the Marine Products Division, 
Me Cullo« h Co! p., 


as set 


will give 100 prizes 
with a total value of $50,000 to 
able to deliberately 
misspelled words in national adver- 


readers spot 
tisements 

First advertisements are 
cheduled for the latter part of 
April and will run in Life, Field & 
Stream, Sports Afield, Outdoor Life, 
Popular Mechanics and Popular Sci- 
ence Monthly 44 


contest 


Young Fry Publications 

Offered as Premiums 
The 

children’s publications was recently 


announced by the Parents’ Institute 
Inc 


Appealing to children 


premium availability of its 


from 3 to 
14 years old, the publications now 
available for promotions 
nclude Humpty Dumpty, for chil- 
dren 3 to 7; Children’s Digest for 
group 5 to 12; and Calling 
All Girls for girls up to 14 
According to the 
titute, 


premium 


the age 


Parents’ In- 


advantages these publica- 


tions offer when used in the premi- 


Can 
Bolster 
Your 
Sales 
Promotions 


like This > 


Youll want to see this 
letter...it has a BALLOON 


All You Need to Know 
About Balloons in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


Get it for your files now! 
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include 
ceptance by 


um field “complete ac- 
mothers and fathers, 
their universal appeal to children, 
and low cost to the premium user.” 

Complete information is available 
from Parents’ Institute Inc., 52 Van- 


derbilt Av., New York 17. 44 


Folder Lists Premium Use 
For Custom Made Coins 


The possibilities of custom made 
coins for promotional use are clear- 
ly outlined in a folder from Leyse 
Aluminum Co., Kewaunee, Wis. 

The coins’ place in a variety of 
special promotions is covered in the 
brochure with actual illustra- 
showing the used. 


size 
tions coins as 
Made of aluminum, they 


finished 


may be 
with a copper, gold, etc., 
look or in the natural aluminum 
All are available in a bright shiny 
finish, and a variety of diameters 
and gages. Ordering information is 


included in the folde: 


. for more details circle 412, page 131 


Color Plastic Line 
Shown in Catalog 


Over 200 “Lustro-Ware” 
nousewares IM a 


plastic 


variety of colors 


from the 
Convention 


| The PIONEER Rubber Company 
| Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Please send me your FREE 
| Fact Pack 


Advertising 


| just want to to 


| 
| 
t tiem 
la 
| 
| 
| 


y as 


Cit 


R 


Ce Ste ee 
Or phone Betty Wolfe at Willard 3-2211 to order. ” 


are illustrated in a 16-page, looseleaf 
catalog from Columbus Plastic 
Products Inc., Columbus, O. 

The merchandise shown is 
grouped together into specific use 
classifications for quick reference. In 
addition to its standard “pantry- 
ware” sets, the line includes metal- 
lic-decorated waste baskets, sprin- 
kling cans, frozen food containers, 
sandwich boxes, flower pots, clothes 
hangers, what-not shelves, etc 

New items in the line shown in 
the catalog include gift-packaged 
sets of pantryware, and three-unit 
packages of frozen food containers. 
Complete specifications and prices 
are given for each item shown. 


. for more details circle 413, page 131 


Telephone Book Covers 
Offer Imprint on Leather 


Leather directory covers with logo 
and imprint have been introduced 
by The American Beauty Cover Co., 
Dallas, Tex 

Made of embossed, padded leath- 
er, the covers can be ordered in a 
with two-color silk 
the company’s 
and desired illustration. 

Also available is a variety of stock 
telephone book 
magazine covers. 


custom version 


screening in name 


and 
These are 
able with ad imprint. 


covers stock 


avail- 


A four-page catalog shows a vari- 
ety of custom designs. 


. for more details circle 414, page 131 


Hohner Makes Harmonica 
For Premium Trade 


M. Hohner Inc., a major har- 
monica maker, entered the premium 
field with a new 25c model 
the “Teddy.” 


The instrument is fow 


named 


inches in 
size, with eight brass reeds, and is 
reported to have perfect pitch. It 
is available in 
yellow. 
Complete information is available 
from M. Hohner Inc., 351 Fourth 
Av., New York 10 44 


red, blue, green, or 


And with every order for 10,000 or 
more, we slip in her name and tele- 
phone number. 
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The New and the Old . Based 


when buying coffee, the new design dramatically exploits 


on consumer expectancies 


tomer association 


s cus logotype, while grind 





Continuity is maintained by using the old 


identification placed prominently 


When Package Design is 
Based on Research 


The best packages are based on 
the results of research, and this 


case history of a_ successful 


package shows how 


research 
was used right from the start 
of the planning. 


“Coffee is more than just coffee. 
Coffee is a symbol of warmth and 
comfort and a way of life.” 

These words of Dr. Ernest Dichter, 
at the heart of his penetrating study 
of lagging coffee consumption in 
the U. S., constituted a strong rec- 
ommendation for more imaginative 
promotion and packaging of its 
product by the coffee industry 

Walter 


San Francisco industrial designers, 


Landor and _ Associates, 


have now skillfully translated Dich- 
ter’s plea in the interests of an alert 
major coffee packer, S & W Fine 
Foods, which is centering the pro- 
motion of its newly perfected blend 
around spectacular new can design. 
Point-of-purchase material, news- 
paper, radio and tv advertising have 
all taken their cue from the new 
design, under the direction of J. L 
Brotherton, S & W advertising and 
sales promotion manager, and 
Honig-Cooper & Miner, the firm’s 
advertising agency. 


»>S & W management felt the time 
ripe to inject a fresh approach to 
coffee can styling which radiates 
powerful consumer appeal for coffee 
while at the same time relating to 
the established brand image of the 
total food line. The new can, states 
S & W President Joseph Blumlein, 
“symbolizes our constant desire to 
improve and keep fully current with 


changing conditions in the dynamic 
food industry.’ 

Underlining the importance of the 
design change, S & W has featured 
a full-color illustration of the new 
coffee can on the cover of its 1957 
annual report 


> Designer Landor has voiced the 
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Package on Television . . . Wit! Ww 
f animated cur the 1¢ 
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thinking behind the new treatment 
Coffee roasters and packers have 
by and large relegated their prod- 
uct to the merchandising no-man’s- 
land of basic commodity, expecting 
bold brand treatment alone to carry 
the ball. They have failed to use 
the package as a sales promotional 
tool—a ‘sales emotional’ tool utiliz- 
ing the fundamental social and psy- 
chological drives which long ago 
made coffee America’s No. 1 bev- 
erage 

“We tried to concentrate on the 
can as an active sales device by 
appealing to all the senses of the 
consumer, reaching her on an emo- 
tional level by conjuring up asso- 
ciations such as aroma, warmth, 
festivity, plentifulness, luxury, etc.’ 

The new S & W coffee can realizes 
these objectives by means of an 
exciting design scheme which juxta- 
poses opaque and transparent inks 
to achieve brilliant effects. Pre- 
dominantly red in color, the S & W 
can differs markedly from other red 
coffee cans on the market in its 
provocative styling, based on a rich 
pattern of swirling gold and coffee- 
brown “aroma lines” rising from a 
row of cups. In addition to strongly 
Suggesting delic ious tragrance and 
flavor, these lines of vapor have 
been ingeniously designed and 
printed in metallic inks to double 
as bright party streamers, a cheer- 
ful note welcomed by the housewife 
as she rises, yawning of an early 
morning, to prepare a pot of coffee 

The series of cups around the bot- 
tom of the can has an equally im- 
portant function. The cups help to 
reinforce the shopper's feeling that 
she is getting good value for her 
money 


> The designers have assured effec 
tive continuity with the entire 
S & W line as foods through thei: 
treatment of the well-known S & W 
logotype. With its lettering slightly 
modified to afford swifter recogni- 
tion, the trademark appears boldly 
in transparent green, against a large 
white oval bordered by gold. The 
word “coffee,” set in traditional let- 
tering and printed in warm brown, 
appears directly below the logo- 
type. A small crown resting on the 
top edge of the oval spells out each 
of three grinds in words and colot 
coding. This close relationship of 
brand and_ product identification 
copy permits the consumer to take 
all essential information in at a 
glance 

The new S & W design has 
proved remarkably effective in mass 
display. Partly responsible for this 
impact is the care which Lando: 
has exercised in the design of the 
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Mass Displays . . . The powerful im 
pact f the new can in ma display 
derive partly from carry-over f aroma 
theme t the hipping ase 


shipping cases, often used to sup- 
port stacked coffee cans in stores 
Conceived as extensions of the can 
design, the cases are printed in red 
and brown against the natural colo 
of the kraft. Spacious panels have 
been reserved at the bottom of each 
of the four sides to provide im- 
mediate grind identification. This 
feature, all too often overlooked in 
shipping case design, saves time and 
assures accuracy when the cases are 
handled by warehousemen and ship- 
ping clerks 


> Consumer response has been high- 
ly gratifying in the short time that 
the new can has been on the mar- 
ket. Field researchers have noted 
“You can al- 
“T’ve 
never tried this brand before, but 
something about it makes me feel 
that it must be good coffee”... “It 
needn't be 
ashamed of it on the kitchen stove.” 
One S & W customer wrote a fan 
letter, extolling the new design as 
a bright addition to her day! 

S & W has demonstrated its 
awareness of Landor’s contribution 


such comments as 


most smell the coffee” 


looks cheerful and I 


to the success of its new blend by 
giving the designer a credit line in 
full page newspaper advertisements 
featuring the new can 


> Considerable research and de- 
velopment lie behind the emergence 
of the new S & W can. First the de- 
signers explored dozens of treat- 
ments in various directions. The 
most promising of these—nineteen 
in all—underwent refinement and 
consumer testing to determine their 
effectiveness on all counts. The 
choice then narrowed down to six 
designs, which after additional de- 
velopment were subjected to fur- 
ther testing both by the Landor or- 
ganization and by Dr. Dichter’s In- 





stitute for Motivational Research 
The investigation did not stop 
there. In order to assure that the 
new S & W can would compete in 
the market at full strength, the 
Landor group prepared the most 
favored design in two different colo: 
treatments based on red and rich 
coffee brown respectively. Acting 
independently, the designers and the 
Institute set about obtaining consu- 
mer reaction to both treatments 
The tests demonstrated conclusively 
that although coffee-drinkers in the 
connoisseur class warm up to a 
brown package, the vast majority of 
consumers prefer a red one. The de- 
signers have incorporated these re- 
search findings in the new S & W 
can, which actually uses both colors 
to advantage in reaching the two 
markets 44 


New Ideas... 


Three New Possibilities 
Presented for Packaging 


Three new ideas designed fo 
helping particular packaging or lab- 
eling problems have been recently 


introduced to the field 


No-Residue A new 
Textile Labels 


peelable 
textile gummed la- 
bel reported to 
leave no residue has been intro- 
duced by Dennison Mfg. Co., Fram- 
ingham, Mass. 

Marked under the name ‘“Fabri- 
Klean,” the labels can be applied to 
any textile, natural or synthetic, 
woven or knitted, no matter how 
delicate. They may be affixed dur- 
ing a regular pressing operation, 
steam or dry, or by use of a regulan 
hand iron 

Fabri-Klean labels require no 
special labeling equipment and la- 
bel moistening is eliminated. They 
are said to withstand repeated flex- 
ing or rough handling, yet peel off 
easily. It is not necessary to pre- 
wash the fabric before use 

Samples are available 


for more details circle 409, page 131 


Molded 


A new low-density, 
Cushioning 


moldable material, 
“K-Foam,” has 
been introduced by Greenwood 
Packaging Supply Co., Newark, N.J 


Made from’ polyurethane, the 
lightweight material is reported to 
reduce cubage by 20°, and can be 


molded in any density for 


qualities with superior 
shock-absorbing strength. In most 


load- 
bearing 


cases, a much lighter density and 
often a thinner layer may be used 
to cushion the same load. It is re- 


l 
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How to package-merchandise 
your products at retail... 








Thilco Print-Decorated Bags are the solution 
Low Cost Give-away Bag Merchandises 


Manufacturer's Equipment — Promotes 
Radio-TV Tube Sales 


More and more, manufacturers of products for resale 
turn to Thilco bags as a better, lower cost method of 
packaging and/or as an economical means for mer 


eee eee eee ee SEES EE THEE RESESEEOEESEEESEEEEESS 
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U-TEST-M Self-service tube testing equipment hes found o chandising their products to the dealer and consumer. 
welcome home in drug, hardware, variety and radio stores — 

yes, even in super markets. To describe how to diagnose 
“ailing” tubes the manufacturer uses a low cost printed Thilco 
bag to carry the complete message. These bags are furnished 


Important savings in promotion dollars are effected 
because PRINT-DECORATED Thilco bags cost less 


, ‘ ° . , c . arehe 1c] a > Pty 
shea: seabidiiinia ts: ‘lisiimedl sdudiek sie teenie aaa tie dali than many other forms of me r handising — are often 
items. The bag serves a 3-fold purpose. 1 — It advertises the more effective — serve a useful, functional purpose 
U-TEST-M service the dealer offers. 2 — It eliminates need for and provide specific protection if needed. You can 


costly insert instruction brochures. 3—It establishes promotional 


get just the bag you want from Thilco — from low 
good-will with the retailer and helps him sell more new tubes 


7 cost carry-out sacks to a wide range of duplex style 
protective package bags — All, Print Decorated, of 
svepevaceceksuniocdasucsenetscévesdsibncsunquubaseraehedeonne course, to your most exacting ideas. Write for details 
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ported to be non-abrasive, non- 


hygroscopic, non-toxic, and flame- 
proof 
A four-page folder is available 


. for more details circle 410, page 131 


Powermark An electric ma- 


By Pryor chine for number- 
ing coding, dating 
carbons or originals has been de- 
veloped by Pryor Marking Prod- 
ucts, Chicago 

The “Powermark” is_ self-com- 
pensating for varied thicknesses of 
papers or forms and will handle the 
items as tast as they can be fed into 
the machine 

It will number consecutive, du- 
plicate or repeat. All-steel figure o1 
letter wheels are engraved 3/16” 
high for heavy duty work. The ma- 
chine is available in 6 to 10-wheel 
capacity 

Complete information is available 
from Pryor Marking Products, 434 
S. Wabash Av., Chicago 5 44 


New Packaging Process 
Offers More Flexibility 


A new method of die-cutting and 
heat-sealing small products no 


CATCH THE EYE! 
CAPTURE THE SALE! 


with 


WIRE 


COLONEL 
NASHVILLE 


DOver 26 years experience 


b> 4,482 successful applications 


D5 manufacturing plants, with 
4 


249,600 sq. ft. of modern 
facilities. 


> Complete 


ing services. 


design and engineer- 


DDrop shipping and worehousing 


facilities 


Write for illustrated folder 


such as_ cellophane, 


matter how unusual the product 
shape has been developed by 
Ivers-Lee Co., Newark, N.J. 

Called “Facsimile Packaging,” the 
Ivers-Lee method offers flexible 
film unit-packaging in shapes that 
duplicate in miniature a bottle, box, 
tube, trademark, etc. In addition, 
liquids, solids, or powders can be 
enclosed in a Facsimile Package in 
a variety of thermoplastic materials 
polyethylene, 
saran, and lami- 
nated combinations of foil. 

According to the company, the 
new method will not only provide 
greater flexibility in design but will 
also reduce the size and weight of 
individual packages with a result- 
ing cut in packaging, handling and 
distribution costs. 


Pliofilm, glassine, 


Complete information is available 
from the Ivers-Lee Co., 215 Central 
v., Newark, N.J 44 


Newest Container Cover 


Doubles as ‘Lazy Susan’ 
A plastic “Lazy Susan” revolving 
serving unit has been incorporated 
as the cover of a container for food 
specialties. 

A complete unit in itself with its 


WEAREVER 


Phone: 
CYpress 8-3371 


MANUFACTURING COMPANY 


P.O. Box 491 


April 1959 


106 + ao . 


@ 2505 Bransford Avenue @ Nashville, Tenn. 


own base which revolves on a Nylon 
track, the Lazy Susan adds high- 
styling and the popular “reuse” fea- 
ture to an otherwise standard con- 
tainer. 

The double-duty cover is molded 
completely of plastic and can be or- 
dered in any color to harmonize 
with the lithographing on the con- 
tainer itself. 

The complete container with the 
“Lazy Susan” cover is priced at ap- 
proximately $1.25 in 
quantity orders. 

Additional information may be 
obtained by the Promotional Con- 
tainers Co., 60 Branford Place, New- 
ark, N.J. 44 


minimum 


Sales Power of Labels 
Emphasized in Booklet 


The label as a sales-persuader is 
starred in the new “Ideas in Ac- 
tion” brochure from Allen Holland- 
er Co., New York. 

Illustrated with hundreds of la- 
bels, seals and tags, in full color, 
the 48-page book describes actual 
case histories for many of the labels 
shown, pointing out the specific job 
which the label aims to do. 

While most of the labels shown 
in “Ideas in Action” are designed 
to help the sale of various products 
under self-service conditions, some 
increase shelf visibility, or highlight 
product features. Still others were 
designed for describing package 
contents, giving application sugges- 
tions, outlining warranties, etc 

The Hollander book also features 
many labeling devices for smooth- 
ing out the rough spots in product 
handling, office systems, shipping, 
ete. 

A convenient index system sep- 
arates the items illustrated in the 
book by specific usage and type of 
business application. 


- for more details circle 411, page 131 


1 was just thinking, Charlie. What a 
beautiful carton that will make some 
day! 





A Cheek List 


for Package Planning 


The following check list has been compiled over a 
period of years and represents a composite of packaging 
knowledge obtained through actual package design studies 
at Pratt Institute and Rhode Island School of Design, 
through literature in the field of package design, and 
from discussion with independent package designers. 

Many of the points listed are recognized and estab- 
lished guideposts in package design. Our purpose here is 
to make this data available in convenient check list form 
to those who are concerned with the actual design of pack- 


ages or the direction of packaging programs. 


1. Product Characteristics 
A. What is the physical form? 


; 2. 
B. What protection will it require? 
i. 


Luigi A. Contini 

Assistant Manager 

In Charge of Design Research 

Market Development Department 
Plastics Division, Monsanto Chemical 
Springfield, Mass. 


Co. 


Selecting Package Material 


A. Is it appropriate? 


l. t 


B. Is it structurally adequate? 


l. 
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A Check List 
Package Planning 


5. 
B. In production: 


C. Packing and shipping considerations: 
l. Is there a pt 
C. Is it available? 


2. 


1 
2 
} 
4 
5 


D. In distribution channels: 
l. 


Package Planning 


3. Production Considerations 
A. Equipment 
1 


E. In the hands of the consumer: 


4. 
B. Personnel 


l 


Considerations of Economy 
1. kage u 


4. Convenience Factors 
A. In preparation, prior to use: 


] 





6. Merchandising Considerations 
A. The product: 


B. The Market: 
l. Ay} +} 
B. For information: 
Ri 
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C. Buying habits: 
1. Wt k C. For inviting attention: 
a. £ 


D. Size considerations: 
ee 


E. Competition: 
l. 


8. Coordination in Planning Packages 
A. From the internal point of view: 


i 


7. Factors of Package Appearance 
A. For identity: 
7 
B. External consideratior 
l. 





How Much 


hould 


You Pay for a Film? 


Why is there so much variation 
in estimates for the production of 
a motion picture? This article 
removes some of the mystery. 


Every buyer of motion pictures 
has run into the necessity for select- 
ing a producer on the basis of wide- 
ly varying bids all made, ap- 
parently, on the same carefully de- 
tailed job, or script 

It’s a little confusing 

And every producer of motion 
pictures has had one of these re- 


actions to his price quotation 


e “What? How can you justify such 
a price!?! Why, I can buy that stuff 
myself for $10 a roll a three 
minute roll!” 


© “Mm-hm I see. Well, you're a 
little high, Mr. Jones. This othe: 
firm’s price is just half yours.” 


e “That's rather a surprising figure, 
Mr. Smith. It’s so much lower than 
these other bids we've received. Are 
you-uh-sure you-uh-have included 
everything?” 


> There was the request for quota- 
tion on a government project, a few 
years back, with 25 producers bid- 
ding. Each bidder was provided with 
the complete script and full particu- 
lars regarding locations, etc. The 
bids ranged from $8000 to $44,000 
Why? 
> There was the fine chinaware 
manufacturing firm that asked two 
producers to quote on a 15 minute 


This article is adapted from “The Aper- 
ture,” published by the Calvin Co., 
Kansas City, Mo. 
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film to show table settings, with the 
manufacturer's staff demonstrator 
as the syne sound narrator-demon- 
strator. One quotation was for 
$12,000 and the other for $800 


How come? 


>’ Then there was the midwest pro- 
ducer who did a local and regional 
business, and had been operating 
successfully over the past 20 years 

with steady repeat business. He 
almost went broke over a one yea 
period, before winning back his old 
These customers’ had 
participated in a Community Pro- 
motion Project sold by an outside 
film outfit, which included their own 


customers 


individual company films at a very 
low rate about one fourth the 
rates these firms had been paying 
the local produce) 


What’s the explanation? 


> Well, of course, there are reasons 
for these variations. Some of the 
reasons don't make very good sense, 
but they are reasons 

Let's comment on the three puz- 
zlers listed above 


> On the government bid request, 
most bids received were in the 
$16,000 to $22,000 bracket in this 
case generally admitted to be a fai 
price. The very high bidder didn't 
want the job anyhow. The low bid- 
der got the assignment, shot the 
scenes, and wasn’t able to complete 
the film. A year after the original 
request, another one went out 


how much to view and edit the film, 
etc., etc? Final, actual cost was 
probably within the fair price range 
mentioned above 


> The table setting variation was 
based on interpretation of the re- 
quirement. What kind of picture do 
you want? The high bid price was 
based on a color film to be shot, 
scene by scene, utilizing close-ups, 
orientation shots, careful attention 
to lighting, etc. The low bid was 
based on the assumption the pro- 
ducer was only to photograph the 
customer's usual demonstration, us- 
ing multi-camera technique, in 5- 
minute takes. No scripting. No re- 
sponsibility for direction and pro- 
duction. Either price was a fair price 
for the product in mind depend- 
ing on what the 
wanted 


manutacture! 


> On the third case history, the lo- 
cal producer involved admits he is 
somewhat puzzled himself. His cus- 
tomers got their money’s worth, in a 
sense, from the outside produce 
who used high speed films to shoot 
the normal factory or business op- 
erations in sequence, and delivered 
a newsreel type of coverage. The 
local producer could do this too, but 
most assignments call for more anal- 
ysis, researching, scripting, careful 
lighting and planning, etc., etc 
production “details” that use up 
time, call for special abilities, and 
cost more money 


. continued on p. 114 
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Northwest Ultrawhite Opaque Mountie 

Northwest Velopaque Text Northwest 

Northwest Velopaque Cover Nortex White 

Mountie Text Nortex Buff 

Mountie Offset Nortex Gray 
Regular— Antique Wove— Embossed Nortex Ivory 

North Star Film-Coated Offset Carlton 

Northwest Bond 

Northwest Ledger 

Northwest Mimeo Bond 

Northwest Duplicator 


Northwest Index Bristol 
Northwest Post Card 
Mountie EF 
Mountie Eggshell Book Drawing 
E. F. Label Adding Machine 
E. F 


F. Book Papeteries 


Mountie 
Mountie 
Carlton Bond Lining 


Carlton Mimeograph Gumming 
Coating Raw Stock 


; 
Litho Label Register 


Carlton Ledger 
Carlton Duplicator Cup Paper 
North Star Writing Tablet 
Non-Fading Poster 

Map Bond 


THE NORTHWEST PAPER COMPANY ¢ CLOQUET, MINNESOTA 


Chicago 6, 20 North Wacker Drive; Minneapolis 2, Foshay Tower 


Saint Louis 3, Shell Building; New York 17, 420 Lexington Avenue 





don't miss the opportunity 


to participate in the 


Saces Promotion Executives Association 


APRIL 1, 2, 3 - Hotel Roosevelt, New York City 


theme: sales Promotion - a creative torce tor Sales, 
Productivity and Profits! 


pte aoe s _— . 4 ¥ Highlights of the Conference include 
IT’S THE ONCE-A-YEAR MUST for every Sales Promo 


tion, Advertising, Sales and Marketing Executive. Last year’s @ Panel of 3 top Corporation Presidents 


: P | of 3 top Retail h E 
Conference was reported as “the most outstanding program © Panel of 3 top Reteiting Chain Executives 


; @ Relationship of Sales Promotion to Sales, Profits and 
put on by a leading association in recent years.” This year 


Productivity 
it is destined to be the most provocative, informative confer 


Sales Promotion at a Management Level 
ence ever held for any marketing association group Sale Reambtion. in. the Tel 


: Creativity—who is responsible 
Participate in the 3 full days packed with vital information are are 


How to introduce a new product 
panel sessions and forums directly related to the everyday 


revive lost sales 
business of promoting and selling goods and services. Hear How to plan a Marketing Program 


from the nation’s top executives in their fields corpora Unusual Sales Promotion Techniques 


tion presidents, college professors, directors of sales pro Planning Incentive Programs 


motion and marketing about how you can make Sales How to organize an effective Sales Meeting 


Promotion a more effective force in vour company Industry Wide Promotions and many other 
vital sessions 


si ii tk ih aii Me Se SO Bec 


these activities 


SALES PROMOTION EXECUTIVES ASS’N 


389 Fifth A 
@ Get acquainted Cocktail Party oh sack i. N.Y 


@ Festive Banquet Please register me 


Grand Awards worth thousands of clatior onrerence 
dollars SPEA MEMBER 


NON-MEMBER 
@ Take-home Souvenirs 


@ 3-day exhibit of “What's new in 


Sales Promotion’ 


Presentation of Special Sales Promotion 





Honors and Awards 
Entertainment 


@ Open business meeting of SPEA 
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eC 
(or ever will) BUY 


yaw Tei 
Paes 


SALES BINDER 
REFERENCE BOOK 


... we'll give you this 
invaluable 90-page 


VPD SALES BINDER | 
REFERENCE BOOK ! 





Describes, illustrates and gives prices of over 
45 different styles (in many sizes and colors 
of ready-made VPD SALES BINDERS. 


HELPS YOU TO: 


CUT BINDER COSTS 
DRASTICALLY ready 
made VPD BINDERS are 
far less expensive than 
custom-made jobs 

DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 
a style and size (7 x 5 
up to 24 x 18) from over 
400 different ‘‘in stock’’ 
VPD binders immediate- 
ly and tailor presenta 
tion material to it. 


ELIMINATE WORK, 
HEADACHES — no 
nuisance of 
out” a binder, no time 
wasted explaining spec 
ifications, approving 
samples. Just look thru 
VPD REFERENCE BOOK 
and select. 


working 


MEET DEADLINES 
EASILY —all VPD BIND- 
ERS are ready for im 
mediate delivery from 
your stationer 


WRITE NOW FOR YOUR 
FREE COPY OF THE +22 
VPD BINDER REFERENCE BOOK 
to: JOSHUA MEIER COMPANY, _ 


601 West 26th Street, New York 1, N. Y. 
manufacturers of sales binders since 1933 “in 


April 1959 


> In going over these three cases 


we've picked up some clues, haven't 


we? 


Even though the same script, o1 
film project, is the basis for estimat- 
ing costs, the cost 


may vary widely 


Bs Type ol production 


2. 


Degree of producer responsibility 


In addition, price may vary on 


1. Efficiency in 
ness basis of the produce: 
2. Margin of profit the 
wants to operate on 

3. Method of 
total bid.) 


operation, or busi- 


produce! 


pricing. (Cost plus o1 


>» We saw the variation in price that 
vas based on different types of pro- 
duction. In general, the multi-cam- 
era television-type filming of 
terial that is ready for 


ma- 
the camera 
should obviously cost considerably 


less than the planned, carefully-re- 


searched and thoughtfully-produced 

film which is “created” from a mul- 

tiplicity of choices 
Similarly, the 


film production 


newsreel 
whether exterio1 
or interior with high speed film 
and little or no extra lighting—costs 


less to produce than the film which 
requires 


type of 


extensive use of lighting 


units, careful dire tion, and over-all 
production responsibility 

We're talking 
in price, not necessarily 
$500 


about differences 
Variations 

bid will 
well, then 
there’s no point in paying a higher 
price. But it’s well to understand the 
differences before making the deci- 
sion 


in value. If the 
do the 


film 


job, and do it 


> The comparative efficiency of dif- 
ferent producers is a cost factor, but 
not a major one. Competition in 
time takes care of this, or growing 
sophistication of the film buyers 


Margin of profit expected can be 
quite a factor. The man who wants 
to retire wealthy in 
than the man who 
considers himself in a lifetime busi- 


But 


ten years 


charges more 


ness operation. this, too, tends 
to get taken care of as film buyers 
become more knowledgeable. Price 
must be justified and beyond 
personal retirement plans 

The method of 
considerable 


ovel 
pricing can be a 
First, there is 
the cost-plus basis, as opposed to 
the total bid. Second, the 


bid worked out on each single film 


facto 
there is 


project, versus the pre-pricing that 
iS based on The 
Calvin the 
latter with listed in a 
Production Procedure form. We fig- 
the year’s total 
and this makes 


annual volume 


Company operates on 
basis, prices 
ure our profit on 
production business, 


it possible to price our pictures in 
advance. 

Finally, produce 
responsibility is the big factor. Price 


the degree of 


IS necessarily higher in direct ratio 
to the degree of responsibility as 
signed the producer. If he contract 
to shoot outside 


raphy, his responsibility is 


a day of photog- 


limited 
to delivering the desired scenes in 
good exposures. If he shoots a syn 
sound scene for 


ceptable 


newsreel use, ac 
lighting and 
added to his responsibilities 


sound are 
And so it goes, step by step, as 
additional responsibilities are added 
The ultimate is the 
the producer of complete 
sibity for analysis, 


assignment to 
respon- 
scripting, 
duction, arrangements, and produc 

Then it’s his job to create a 
product designed to do a certain job 


pro- 


tion 


to be responsible not only for all 
parts of the project, 
whole project. And, in pic- 
ture non-theatrical film production, 
the whole is 


but fo! the 
motion 
greater than the 


total 


of its parts 


>’ So what can we advise the 
tial film 
beware?” 

No, but let the unde 
the various factors that go into 


pote n- 


sponsol!l ? 


“Let the buyez 


buyel rstand 
pro- 
ducing a film, the various ways of 
interpreting the same subject, and 
let him buy pictures with the same 
informed intelligence he 


purchasing 


applies to 
othe 

Motion picture production is 
“cheap,” under any set of circum- 
stances 


But, neither need it be ¢ xpensive, 


when measured in relation to how 
well the film product is designed to 


do a job worth the doing 44 


New Commercials 
Feature ‘Visual Squeeze’ 


1959 tv commercials are in for a 
new trend if the new 
“Visual technique is ac- 
cepted, according to Transfilm Inx 
New York 

Transfilm’s vice-president, Robert 
Bergmann, reporting that his tv di- 
vision had made at 
the 
deal 


message 


process namea 


Squeeze” 


least 25 vari- 
“that a 


sponsol 's 


ations of said 


the 
can be packed into one ol 
these commercials, hence ‘visual 


process, 


great more of 


squeeze.’ 

The technique employs still photo- 
graphs, an original musical score, 
voices which sing and/o1 speak copy 
written in a Com- 


bined, the photos appear on the t\ 


scanning mete! 


screen in a_ staccato-like manne! 


keeping pace with the “beat” of th 





Sanka’s Visual Squeeze One of the 
11 variations for Instant Sanka Coffee in 
the new ‘visual squeeze” te chnique tv 
spots. Commercials were created by 
Young and Rubicam Inc.. and produced 
by Transfilm 


music and voices in the commercial 

Naming synchronizing of picture 
and sound track as the key factor 
in the effectiveness of these com- 
mercials, Transfilm reports the re- 
sults so far appear to be both stim- 
ulating and entertaining i 


Eastman Cites Advantages 
Of Film for TV Programs 


The advantages of motion picture 
film for the production and presen- 
tation of tv programs were sum- 
marized in a recent talk by Eastman 
Kodak executive, Ethan M. Stifle, at 
the radio & tv executive workshop 
in New York. 

Speaking primarily on the ca- 
pabilities of color film, Mr. Stifle 
pointed out its characteristics and 
flexibility for production, and_ its 
equipment. 


> Other advantages reported by Mi 
Stifle for film and film equipment 
included: 


® good color matching between 
scenes 

© the possibility of animation along 
with live action 

® production flexibility 

® the benefit in having an existing 
library of film footage available on 
call 

® direct visual inspection 

® easy editing 


¢ simple splicing at any frame 


Also cited was the wide scope of 
use provided by film for such pres- 
entations as sponsor and station pre- 
views, regular telecasting, theater 


screening, etc 4¢ 


& 


synchronizing 


portion, 


video 


the 


head keeps the taped story in step with 


the film. 


AV 


trols 


to sell a new idea, product or service. 


Today, successful ad men employ a “two- 


headed” attack.. 


It’s done with the 310’s amazing 


. put their sales story on 


. Slides change auto- 


control center . 


and then illustrate it with slides or 


tape, 


Sight and sound are 


No fumbling in 


inaudibly 


matically, 


It’s convincing. Sells! 


strip film. 


c 


always! 


together 
dark, no 


Tape 


you use an Ekotape 310 
even 


If 


Recorder, 


You make 


please.” 


next slide, 


No 


effective. 


more 


it’s 


presentation 


impressive 


professional, 


a 


chance for “pilot” error, because this one 


time 


every 


head con- 


Qo 


recordin 


has two “heads 


JUST PRESS THE BUTTON... 


To illustrate your taped story with a slide, just press the 


This records a signal on the tape 


On playback, the model 310 automatically converts the signal 


control center button. 


into electrical energy which operates the projector 
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Round the World Fashions . . . Sever e crec a- R 


me; Fabiani, Rome; Castillo, Paris; Hartnell, London 
ture Plattry, New York and Scassi, New York. The actual commer 


al wa hown in color on the Dinah Shore show 


ne ty 


ht. the 


Qound the World Ona Shopping Trip 


lo add a note of high fashion to a television commercial for Chevrolet, chose the color. They nodded 
At this point, Hap paused. She 
needed two sizes of each design 
from the world’s leading designers. Hopefully, she held up two fingers, 
, ' pointing to the design. Five Span- 
iards looked first incredulous, then 
pained, and finally horrified. Five 


By Bette Macon ter by completing a trip around the heads shook an emphatic “no.” Hei 
A iate Edit 


an enterprising female account executive was sent to buy creations 


world in 29 days, 17 hours and 54 request for a duplicate gown from 
minutes. She had stopped at most of a house that produced only “orig- 
Dinah Shore tv fans were treated the famous designers’ shops inals” had strained diplomatic rela- 
to a spectacular fashion show last throughout this trip, ordering the tions severely 


December 28, when Chevrolet necessary costumes as she went Hap went into a frantic panto- 
with no more ammunition than mime. Quickly she drew two gowns, 
with a companion gown styled by ® the persuasion of a diplomat of different sizes, in the air. Then 
one of the world’s great designe: ® the courage of a lion 


linked each of its new °59 models 


she tore one up and threw it away, 
3ehind the smoothly flowing ap- e the ingenuity of a woman and looked back at her bewildered 
pearance of “fashions ‘round the audience. They 


were interested if 
world” styled to match the various > Take, for 


instance Hap’s experi- not convinced. She repeated the 
automobiles was Genevieve “Hap’ ence in the Barcelona salon of Rod- performance in reverse, wearing 
Hazzard, an intrepid account ex- riguez. None of the employes in the one, tearing up the other, till fi- 
ecutive of Campbell-Ewald Co., De- great salon could speak a word of nally someone realized she merely 
troit English. Hap was a little bette wanted the second gown as a spare 

To put this particular show on ty equipped. She could say “Yes” in 
screens across the country, Miss Spanish. Thus armed, she went to 


> Next came the matter of payment 
Hazzard had completed an assign- work 


Hap opened her purse and took out 
ment that most account executives She took a sketch of a gown and some money. They nodded happily 
dream about usually after eating pointed first to it, then to herself This time it was Hap who shook 
anchovies and dill pickles They nodded. She then pointed to her head negatively. She pointed 


samples of the kind of material to the gown, herself, the money, 
>’ She had gone Nellie Bly one bet- wanted. They nodded. Then 
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she and her purse. Putting the money 





Solve your 
Selling 
Problems 


WITH 


professionally created 


® CATALOG COVERS 
@ PRESENTATION BINDERS 
® PARTS & INSTRUCTION 
MANUAL COVERS 
e VINYL HEAT SEALED COVERS 
e INDEXING 


SALES HELPS 


designed for you! 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems. Ideas and samples submitted 
without cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 


Dinah Dressed Up 


cked a Chinese ball gown by Horst 


Dinah 


r her win USé 


back in her purse, she said firmly, 
“Chevrolet will pay.” 

Although her audience obvious- 
ly understood the words “Chevro- 
let” and “pay” Hap realized she 
wasn't getting the picture across 
They didn’t believe that a mere 
woman could be a Chevrolet repre- 
sentative. She tried more 
talk,’ more “Chevrolet,” more 
“pay.” Five Spanish faces stared 
disappointedly at her closed purse 

Stuck in what seemed to be 


‘hand 


a 
hopeless deadlock of “no money 
no dress” Hap suddenly remem- 
bered an English-speaking airline 
agent. She found his card in he 
purse, and pointed to the telephone 
numbet 

When she reached him, she ex- 
plained her predicament and asked 
him to intercede After many 
Spanish questions, answers and ex- 
clamations back and forth across 
the telephone wires, one of the em- 
ployes explained it to the rest. With 
much smiling, shaking of hands, and 
dancing around the 
was settled 


room, the deal 


> After that experience, Hap went 
through the “Chevrolet pay” part 
of the interview at the beginning 
She felt that this not only estab- 
lished her credit, but helped the 
designers to concentrate on_ the 
esthetics involved 

Her stops included Hong Kong, 
Rome, Barcelona, Paris, London, 
Dublin and New York. She found 
foreign designers easier to approach 
both as artists and persons than 
American designers 

But wherever she went—whether 
it was Rome, at the fiery Simonet- 
ta’s, or London where she visited 
haughty Hartnell, the 


dressmaker,’ Hap Hazzard left an 


“queen's 


TELL YOUR STORY 
a WAYS eee 


© Paper Pad Presentations © Blackboard Chalktalks 
e Flip Chart Presentations @ Card Chart Speeches 
@ Flannelboard Demonstrations 


Easel, used as chalkboard 
—folds in a jiffy. Light- 
weight, easily carried 
in case. 


Hinged clamp 
holds pad for 
effective pad and 
crayon 


presentation. 


ARLINGTON 5-WAY $4950 
PRESENTATION EASEL . (*% 


Complete with hinged clamp chalkboard, chalk, 
eraser 
Four paper pads $12.00 
Flannelboard accessory 7.00 
Carrying case 12.50 


TRIPOD EASEL 
— 
I 


a 
& Lightweight aluminum- 
os SS 


holds card chart or 

display frame—Folds for 

carrying or closet corner 

storage. Tripod easel 
only (No. 121) 

\ 


$7750 


RLINGTON 


ALUMINUM COMPANY 
19001 W. Davison ° Detroit 23, Michigan 


Please send me free information on 


(1) 5-Way Presentation Easel (_) Flannelboard Accessory 
() Tripod Easel (() Arlington Display Frames i 
(CD Arlington P-O-P Permanent Displays 


nome 
title 


oddress 


company | 


city zone 


state | 
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! a gown to match one ol 

the new Chevy models 
Commenting on it later, Hap said, 
I suppose I was operating In a 
woman shoppe rs dream I Was Or- 
dering gowns from the top dress- 
makers of the world and it wasn't 
costing me a cent. Naturally, we 
had a budget, but Chevrolet was 
quality. At 
one place I was able to get a hand- 


interested in superio1 


woven material more than a cen- 
tury old 

The trouble with that one was, 
How do you duplicate that gown 
when there wasn’t enough material 


lor two 


> It was just one ol the many head- 
aches tacing one account-executive, 
Genevieve “Hap” Hazzard, who has 
just been given the AR award of 


Most Agile Ad-Gal of 1958." 44 


Ciba Introduces New 
Television Projector 


A new television projector that is 
capable of projecting a 12x16’ pic- 
ture in full color, or 24x32’ in black 
and white, was introduced by Ciba 
Products, Summit, 


December meeting of 


Pharmaceutical 


N. J at the 


the American Assn. for the Ad- 
vancement of Science. The projec- 
tor, which has been given the trade 
name “Eidophor,”’ is a Swiss de- 
velopment which has been in the 
works since 1939. It weighs only 800 
pounds, and is 65” high, 25” wide 
and 48” deep. Production models are 
expected to cost about $16,000. 

The projector works on an entire- 
ly new principle, based on the dis- 
turbance of a thin film of oil by a 
stream of electrons. A powerful 
beam of light from a xenon lamp is 
focused on a series of strip mirrors 
and then onto a spherical mirror 
with a very thin film of oil. If the 
film is undisturbed, the beam of 
light is reflected back along its orig- 
inal path and leaves the screen dark. 
As an electron beam scans the mir- 
ror, it alters the shape of the oil film, 
permitting a varying amount of light 
to pass between the mirror strips 
and reach the screen. The size of the 
electron spot determines the bright- 
ness of the image at that point. 

Color achieved 
through the use of synchronized 


projection 1S 


color wheels in both the camera and 


projector, rather than relying on 
colors produced by phosphors, as in 
the currently distributed home colo1 


tv sets. This system, according to 


CHART-PAK tapes and CONTAK shading film made this 
section of a mechanical layout in 4 minutes 47 seconds 


HOW LONG WOULD IT TAKE 


YOU TO DRAW THEM? 


CHART-PAK / 
Saves time... ( cumniix 
Saves money! 
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CHART-PAK, 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


Chart-Pak pre-printed tapes — in a wide 
variety of circles, squares, arrows, trian- 
gles, borders and many other symbols — 
and Contak shading films can save pro- 
duction men countless hours in making 
mechanicals. Pressure-sensitive adhesive 
backing sticks firmly, will not melt under 
heat of reproduction, yet can be easily 
lifted and reapplied for corrections with- 
out marring most surfaces. Write for full 
details. 


INC. 


54 River Road, Leeds, Mass. 


Color Projector This compact unit 
can fill a 12x16’ screen with a brilliant 


full-color television picture 


Ciba, gives a more faithful colo: 
rendition and a contrast range of 100 
to 1. 

Ciba has developed what it calls 
the world’s largest color television 
mobile unit, based on the Eidopho: 
system. In a custom-built motor 
trailer 35’ long, it has installed fou 
tv cameras, two projectors, a com- 
plete public address system, two 
large screens and control equipment 
The unit cost $366,000 

The company has prepared a 
booklet, with a full-color cover by 
Hans Erni, explaining the system 


. for more details circle 406, page 131 


Stereo Viewer Slicks Up 
Sales Presentations 


A stereo slide viewer which folds 
flat, can be carried in a pocket and 
contains ample room for a _ sales 
message has been introduced by 
Taylor-Merchant Corp., New York 
visual sales aid specialists. The 
viewer displays six full-color prod- 
uct pictures 

Called the Stereo-6 Sales Promo- 
tion Kit, it comes with a colorful 
plastic wallet containing two pock- 
ets—one for the folded viewer, the 
other for literature or extra slides 
Lenses of the cardboard viewer are 
made of handground optical glass 
and the viewer itself features a 
built-in focusing device. The mov- 
able card containing the six double- 
slide transparencies can also be im- 
printed with information. 

In a 
American 


special presentation fo 

Optical Co., Taylor- 
Merchant added an extra feature 
an eight-page booklet which gives 
additional about the 
products shown in the slides with- 
out adding to the over-all size o: 
thickness of the folded viewe: 44 


information 





To raise both the enthusiasm 
and the selling skill of retail 
sales people, Rose Marie Reid 
has turned to inexpensive, but 


effective, 


traveling fashion 


shows. 


By Phil Seitz 
At one time or anothe1 nearly 
every sales manager, salesman, ad- 


vertising and promotion managel 


for a product sold at retail, has 
faced the problem of how to train 


the sales people re sponsible lol the 


ultimate sale 


Rose Marie Reid, Los 


swimsult 


Angeles 
manufacturer, faces the 
additional circumstance that swim- 
sults enjoy their major sales durin 
a relatively brief season, and this 
allows a Just once-a-year training 
effort. This sales training must reach 
over 10,000 saleswomen in majo1 
U.S. cities 

Three years ago, Rose Marie Reid 
decided the answe1 lay in road- 
called ‘Capsule 


so described because they 


showing what are 
Shows,” 
are capsulized versions of the big 
shows staged for buys rs each yeal 
in Los Angeles and New York at the 
opening of the wholesale selling sea- 
son 

> The 


Capsule Show idea was 


<4 Show 
to Sell 


Swimoeuite 


Be esd 


men pecialty 


plemented with 


logical extension of similar shows 
held for employes each year (AR 
April 1954). The employe 


were initiated as a morale booste1 


shows 
and a general company relations 
program. The idea was that an em- 
ploye makes one part of a suit, sel- 
dom sees the finished suit, and neve 
sees the company’s complete line 
From this came the policy of show- 
ing employes the line in the same 
manner it is presented to buyers 
at fashion shows 

The success of these shows was 
such it was felt the Capsule Shows 
could be equally effective in the 
selling of the Rose Marie Reid line, 
and the training of saleswomen who 
Buyers 


are jaded about such shows since 


handle it in retail stores 


they see many of them each yeai 
during the buying season 

But the saleswomen see the line 
only in boxes on the shelf. To this 
group, a full-fledged fashion show 
is a dazzling affair. The occasion be- 
comes glamorous and exciting to the 
saleswomen. To make the occasion 


more memorable, the show is held 


in the best hotel in town, and the 


hotel’s best dinner is served 


> With these 
ago Rose Marie Reid went on the 
road with its first Capsule Show 


‘hat year the show was staged in 


thoughts, three years 


14 cities. The second year, more 
cities were added. In 1958, four sep- 


arate shows were staged a total of 


38 times in 34 cities over a five- 
week period 

Nine months of advance planning 
are required to put the shows on 
the road. The planning begins at 
the company’s 
in August 


annual sales meeting 
Here, 


managers, salesmen, and home office 


regional sales 


management decide upon the cities 
to be visited and the dates, hotels to 
be used, routing from city to city, 
with an over-all schedule resulting 


With the schedule determined, 


Shows & Exhibits © 119 





MORE WITH A 


a * 
Viewmarster 
The Easel Portfolio That Dis- 

plays One Sheet at a Time 


SEND For Full Line Folder 


1708 W. Washington, Chicago 12 


You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of 
Spotlighted by Color 


Facts at a 
Money, 


Your Operations— 


glance — 
Prevents Errors 


Saves 


Time, Saves 


Simple to operate — Type or Write on Cards, 
Snap in Grooves 


ideal for Production, 
Scheduling, Sales, Etc 


Made of Metal Compact 
Over 350,000 in Use 


Traffic, Inventory, 


and Attractive 


Complete Price $4gso Including Cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N. Y. 


200° 
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Right and Wrong . . . A backstage view 


istomer should not, and how she sh 


ir ith 


uld 


uette hadowed on a rear-t 


next is the decision as to how many 


units of the 
to fulfill the 


sideration is 


show will be required 
schedule. Next con- 
the budget. To set it 
up, travel arrangements are studied, 
the costs of both company employes 
and hired personnel are estimated, 
the hotel 
commodations for the shows is 


cost of dinners and 


ac- 
ex- 


amined, and a 


figure set for con- 


struction and design costs for props 


ind materials used in the show 


> The basi 
tual preparation ol 
gins. Here the first 


the advertising 


decisions made, the ac- 
the 


consideration 1S 


show be- 
theme 
to be deve loped in the script to give 
the the tone and flavor 
patible with building 
the Rose Marie Reid 
ibility for this planning, 


and _ selling 


show com- 


prestige fol 
line. Respon- 
and the 
writing and production of the shows, 
is in the hands of Shirley McWil- 


liams, directo 


advertising 

Writing of the script, developing 
the staging, and setting up physical 
requirements for must be 
done with painstaking thoroughness 


In view 


staging 


of the numerous shows, all 


identical, they must be foolproof 
since they are put on with only one 
trained girl from Los Angeles head- 


Additional 


Irom a 


quarters are 
the 
the 


locally 


personnel 


a girl regional office, 


salesman in whose 


territory 


show is being staged, 


six 
hired models, a_ projectionist, and a 


pianist for musical 


accompaniment 


first showing of a 


>’ The Capsule 
Show is in Los Angeles, where home 
office check it for 


sure to 


executives 
“bugs,” which 
This year, for was 


learned too many slides were being 


can 
are occur. 


example, it 


used for rear screen projection with 


f tw 


“4 
ib 


"= 


parts of a demonstration sh 
The 


wing how 


try ona judience sees the 


wimsuit 


jection screen 


the result much 
at the 


scenes. 


too Was going on 


same time in a number of 


Having the first 
the girl 
headquarters usually serves as co- 
the shows 
works, although she may double as 
Working on a tight 
has full 
getting the scheduled 
To keep usually 
hearsals are held only the day of the 
show, the 


participated in 


show in Los Angeles, rom 


ordinator fot road she 


commentator 


schedule, she her hands 
show on as 


costs down, 


re- 
using 
hotel facilities 

This makes it 


already rented 


that hotel 
facilities are exactly suitable for the 


essential 


physical requirements of the show 


There is not time to do anything 


about them if they are not. To 
sure this, who makes 
the hotel arrangements is furnished 
a “Staging sketch 


in- 
the salesman 


Requirements” 
and instruction sheet 
The 


specific 


staging instructions show 


maximum and 
dimensions of the 
the type of special lighting 
necessary and the areas of the stage 
in which it 
location of 


minimum 
stage needed, 


specify 


must 


the and the 
accessibility of dressing rooms 


be available, the 
projector, 


> Stage 


tors as 


and such fac- 


room 


dimensions 
dressing location are 
extremely important, and if not as 
specified can the 


“mess up’ show 


tor two reasons 


1. Background flats, built to set up 
the desired mood, are of such size 
they fit properly into the maximum 
or minimum 
without 


indicated 


This will not 
be true on a too large o1 


dimensions 
loss of mood 


too small 


stage 


2. The script is timed to move at a 





For the finest reproduction ... 


on 


Kromckote 


CAST COATED PAPERS 
THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 
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CAANPION pa peRs 
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PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT 


ALABAMA 


The Whitaker Paper Co 
The Partin Paper Co 
W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Co 


CALIFORNIA 


Blake, Moffitt & Towne 
Blake, Moffitt & Townet 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 


Carpenter Paper Co.* 
Graham Paper Co 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


DELAWARE 
Whiting-Patterson Co., Inc 


DISTRICT CF COLUMBIA 
The Whitaker Paper Co 


FLORIDA 
The Jacksonville Paper Co 
The Everglade Paper Co 
The Central Paper Co 
The Capital Paper Co 
The Tampa Paper Co. 


GEORGIA 


The Whitaker Paper Co./ 
The Macon Paper Co 
The Atlantic Paper Co 


IDAHO 


Blake, Moffitt & Towne 
Carpenter Paper Co 


ILLINOIS 
Bradner Smith & Company! 
Dwight Brothers Paper Co./! 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Co." 
Decatur Paper House, Inc 
Peoria Paper House, Inc 
Irwin Paper Co 
C. J. Duffey Paper Co 


INDIANA 


The Millcraft Paper Co. 
Indiana Paper Co., Inc. 


IOWA 
Carpenter Paper Co. 
Pratt Paper Co. 
Carpenter Paper Co. 


KANSAS 
Carpenter Paver Co. 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


OFFER A QUALITY LINE OF PAPER 


MAINE 
John Carter & Co.,inc. 


MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


PAASSACHUSETTS 


John Carter & Co., Inc. 
The K. E. Tozier Co.” 

John Carter & Co., Inc. 
John Carter & Co., Inc. 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co. 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 


Carpenter Paper Co 
Midwestern Paper Company! 
Acme Paper Co. 
Shoughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


Carpenter Paper Co 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co 
Carpenter Paper Co./ 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co 


NEW YORK 


Hudson Valley Paper Co 
Stephens & Co., Inc 
Hubbs & Howe Co 
The Millcraft Paper Co 
Aldine Paper Company! 
Forest Paper Co., Inc 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation! 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co 
Bulkley, Dunton (Far East! 
) Bulkley Dunton S.A 
) Champion Paper Corp., S.A. 
Champion Paper Export Corp 
Genesee Valley Paper Co. 


NORTH CAROLINA 


Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 
The Millcraft Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 
The Millcraft Paper Co. 


OKLAHOMA 
Carpenter Paper Co. 
Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon/ 


PENNSYLVANIA 
Kemmerer Paper Co, 
Garrett-Buchanan Co 
Garrett-Buchanan Co, 
Garrett-Buchanan Co 
Matthias Paper Corp.* 
Paper Merchants, Inc 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


RHODE ISLAND 
John Carter & Co., Inc, 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 


Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co. 


TEXAS 
Kerr Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co 
Southwestern Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
UTAH 
Carpenter Paper Co, 
Carpenter Paper Co. 
VIRGINIA 
Epes-Fitzgerald Paper Co, 
Epes-Fitzgerald Paper Co. 
WASHINGTON 
Blake, Moffitt & Towne? 
Carpenter Paper Companyt 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Co. 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Co 
WISCONSIN 
Dwight Brothers Paper Co. 


CANADA 
Blake Paper Limitedt 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Chio Canton, N, C.... Pasadena, Texas 


FOR FULL INF ENT WAS PRODUCED, WRITE UR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





pace that does not lag. And, if dress- 
ing rooms are too far backstage, 
there will be awkward pauses. Sim- 
ilarly, commentary is timed to mov- 
ing a specific distance on a runway, 
stopping, turning and going back. 


During the show, up to 10 cos- 
tume changes are made by each of 
the six models. These changes call 
for more than just getting from one 
swimsuit to another. Props, hats, 
and other coordinated accessories 
must be keyed to these individual 
appearances. At times, the entire 
group of six models will be on- 
stage at the same time. Commentary 
and musical background must be 
arranged to cover what would 
otherwise be dead spots in the per- 
formance, while the models make 
hasty backstage changes for the 
next scene 

The pianist is cued from the script 
as is the projectionist. In addition, 
the planist is given instructions 
titled “Music Requirements.” These 
contain a list of 44 musical 


num- 
bers, with these instructions 


e “Note to musician: In most 


cases, only a few bars of the indi- 
cated numbers will actually be 
played, since changes from one 
theme to the next occu pretty 
rapidly. However, the musi 
been carefully selected and 


not be substituted unless it 


has 
should 


IS im 


possible to play the number called 
for by the script. Those numbers 
which are most important to the 
show’s continuity and should not 
under any circumstances be sub- 
stituted are marked with an asterisk 
All numbers are keyed into the 
complete script 1n proper sequence, 
with fades, finishes, etc., noted. No 
sheet music will be furnished.” 


Props, backgrounds and accesso- 
ries for the show are shipped in 
three crates: Trunk A—36’x7’x16”, 
weight 110 pounds; Trunk B 
26x24” x610’, weight 150 pounds: 
Trunk C 30x32x43”", weight 
proximately 250 pounds. For 


there are foun pages 


ap- 
these, 
of instructions 
listing the exact contents of each. 
with a key to indicate where each 
piece is used, and directions for 
sembly and set-up. The 


aa- 
instructions 
are cross-referenced to nine pages 
of set-up illustrations accompanying 
them 


> All coordinators for the shows ar¢ 
women employes who, for the re 
mainder of the year, are in the home 
office or regional showroom posi- 
tions far removed from the theatri- 
cal world into which they are briefly 
plunged. Thus, designing of scenery 
obviously must take into account 
the matter of portability and « 


Mayflower sets 
them up...and 
takes ’em down! 


Mayflower Care Saves Costs, 
Gets Your Routed Exhibits 
In Safely... And On Time! 


Find out more about this worry-free way to handle yout 
next “routed” exhibit move. It will be planned to your 
requirements. Only a veteran MAYFLOWER driver is selected 

. thoroughly trained in proper care of complete exhibits 

. expert in meeting over-the-road schedules . . . resourceful 
enough to cope with any specialized display moving prob 
lem. Your local MAYFLOWER agent knows the least expen 
sive way to set it up. Planning ahead saves money, too, so 


why not call him now! 


isk for "17 Reasons Why"'—a practical exhibit guide. 


AERO MAYFLOWER TRANSIT CO., INC. * INDIANAPOLIS, IND. 


en 


MAY q AERO 
— SY Bai tance 


WORLD-WIDE MOVERS 
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of assembly and disassembly by 
women. 

The first two years, staging in- 
structions called for facilities with a 


This tS central backdrop and supplemental 


screen drapes. However, these var- 
de] ied greatly from city to city and did 
i not always contribute to the desired 
effect. In order to assure that the 
proper background was obtained, 
this year the props included 24 
screen panels designed for the show 
To minimize difficulties in ship- 
ping the crates from city to city, so 
they would arrive on schedule, ad- 
vance arrangements were made 
with Railway Express. When the 
crates arrived in a city, they were 
followed by a Railway Express rep- 
resentative who informed the co- 
ordinator they would be on the job 
ready to ship the crates at whatever 
time the coordinator designated. 
This was an extremely critical 
8 CONSECUTIVE SEASONS OF point since each set of props had to 
be in nine different cities during the 


ar Studded TYPE Performances “<= “OO 


» The local company salesman has 


; the responsibility of the invitation 

You're set for the Season's best showing when ee ae ee ee 
: list. The home office advertising and 

you specify ‘‘Fotosetter/Warwick Typography.” sales promotion staff handles the 


f Ad printing of the invitations. Each 
° 5 > aS - 
It's the sharpest, fastest, surest way to produce salesman builds a list of up to 500 


Campaigns, Brochures, Booklets, Annual Reports, saleswomen guests from key depart- 
ment and specialty stores in his 
area 
~ yc : J Most invitations also carry a per- 
today on those Jobs that just have to be right. : i 
sonal hand-written note from the 


Presentations ...ad infinitum. Consult Warwick 


salesman. This serves to put the 
event on a personal basis. On the 
evening of the show, the salesman 


Send for Free Photographic Type Book 


acts as host and takes credit for the 


show 


y * > When asked to evaluate the suc- 
e ® Y a , . . ; . 
@ TYPOGRAPHERS., Ine. cess of the program, Miss McWil- 
aasieaianwand 3 oe = : Sane al liams points out that in addition to 
- putting over desired points in sales 
OVERNIGHT SERVICE BY AIR ...RIGHT TO YOUR DESK training, it creates prestige and 
friendship for Rose Marie Reid and 
allows the company to show a high 


percentage or its line 44 


CALCULATORS 


for faster selling 


Graphic Calculators quickly and 
easily solve problems connected with 


the use or selection of your product 


DIRECT Maks 
TO WEARER 
| POLICY- No 


| MICOLEmMan 
operations. For example, the model 


< PROFIT 
shown calculates weight per 10¢ : = oes 
piece or any given size We ) d 


or service. Precision made of 
paper or plastic (but low in cost) 


they simplify even complex 


of 8 alloy 


* 
FREE SAMPLES: A note on your 
Util CALCULATOR selidins iki wilt ley oes 
COMPANY sample Graphic Calculators and 


full informatior JOHN 
633 Plymouth Court, Chicago 5, Ill et 
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Olivetti s 
as e,~«=«CEXciting 


Hannover, 1957 Polished wood supports give an uncluttered look, with the 
being carried through to the overhead truss¢« 


Olivetti is known throughout the world for 


its fine design — in product, in print and 
in window display. As these photos show, it 
is also distinguished in its exhibit design. 


By Maurice Bensoussan 


There's no better way to build a 
prestige image for your product 
than to surround it with prestige 
advertising. Unless, of course, you 
go one step further and_ breathe 
that old intangible prestige— in- 
to everything your company is and 
does 

The quality of Olivetti advertis- 
ing is known throughout the world 
wherever that company’s adding 
machines and typewriters are sold 
But what is less well known is that 
Olivetti insists on the stamp of 
prestige in every area of visual ex- 


pression its company magazines 


Hannover, 1954 The replica 


idding machine tape serves as a r 
teresting verhead unifying feature a li etti 


~S olivetti <——— 


London, 1955 
tructure, holding _ table 
panels, contrasts with the 


work of the exhibit hall 


1959 - co 





CATALOGS «SALES PRESENTATIONS 
LOOSE LEAF BINDERS*SAMPLE BOOKS 
SALES MANUALS «SERVICE MANUALS 


THE S. K. SMITH CO. 


2857 N. WESTERN AVE CHICAGO 18 


NEW YORK 17 CLEVELAND 13 LOS ANGELES 45 


Scotland, 1954 


t 


Note the varied arrangements from 


a === 
ART SERVICE 


calendars, store decorations, even 
the architecture of its factories 
And, by no means the least of the 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have ; 
been Clipper subscribers for many years. the field of 


areas in which the company strives 
to express its corporate image, is 
shows and _ exhibits. 
Whether the show be held in Paris, 
London, Vienna or New York, an 
Olivetti exhibit stands out. As in 
the company’s space advertising, its 


to cover cost 
of packing and 
mailing will 
bring you — 


Free 


The Complete Current Issue 


exhibits are modern, uncluttered, 
artistic and Attention is 
given to every exhibit detail. Mod- 
ern furniture is designed and con- 
structed 


unique 
single current issues normally sell for $20.00 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois 


especially for displaying 
Olivetti products to best advantage 


> The exhibits are vivid in color as 
well as artistic in design. Further- 


ee. 
: . 
GRAB BAG OF $4995 ee 


‘CLIP BOOK’ ART da vitic 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


ready-to-use 
art for offeet 


eer enenersesecooeres 


A MODEL FOR 
EVERY PURPOSE 


Tell your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. Write for 


tsual aids seeeo 


(ey AL 


— 


free 24 page catalog. Paris, 1957 


ORAVISUAL CO. tables n striped 


Box 11150 tempt the 
St. Petersburg 33, Fila. pir 


f brilliant white 
brightly lit 
passerby trike a key 


nbstract culpture catche the ey 
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Taking advantage of a high ceiling, the butterfly ceiling was 


pped by an abstract tower which presented the company name clearly from all direc 


same structural elements as in the Lon 


themselves, 
though sometimes artistically ab- 


more, the designs 
abstract in a 
more practical sense. They usually 
relate directly to Olivetti products 
Vertical wall panels displaying viv- 


stract, are far fron 


idly colored hieroglyphics suggest 
the endless struggle to preserve the 
written word (on an Olivetti type- 
writer?) 

Huge ceiling displays which sim- 
ulate giant strips of adding ma- 
chine tape approach the subject 
from the opposite end. This is ob- 
viously more than a mere soft sell 
“suggestion,” but Olivetti somehow 
manages to make the giant white 
ribbon with its long column of fig- 


Vienna, 1952 


broken up by panel 


alliqraphic panel 


} 


tive and intriquir 





ures into a definitely artistic ele- 
ment 


> The unesthetic-minded exhibit- 
goer may feel he is not influenced 
in his buying by mere artistry as 
such. But unconsciously he is 


Mobile Demonstrator 
an industrial pri 


travel te 


dling 
galing 


Portable Exhibit Provides 
Demonstration Service 


A new use for mobile exhibits can 
be seen in the demonstration serv- 
ice offered by Kaiser Aluminum & 
Chemical Sales Inc 

Using two mobile vans, complete- 
ly “shop-equipped,” Kaiser is offer- 
ing door-to-door demonstrations on 
handling aluminum conduit to elec- 
trical contractors, distributors, utili- 
ties, plant electrical groups and 
special meetings 

The mobile plan Was adopted by 
the company to “give complete in- 
structions on the best installation 
procedures for aluminum rigid con- 
duit. There is a large potential mar- 
ket for aluminum conduit,” stated 
a Kaiser representative, “but it is 
vitally necessary at this point to 
make available practical informa- 
tion about the product before that 
potential can be realized.” 44 


Exhibitors Offered Tips 
On Cutting Show Costs 


Trade show costs are otten too 


high because of overtin 


ne work, 


Perhaps the 
pages, taken at various. exhibits 
throughout Europe, will help you 
understand why Olivetti sells a 
great many typewriters and add- 
ing machines and not just in- 
cidentally 44 


pictures on these 


varned Kenneth E. Knowles, Clapp 
& Poliak, New York 

Speaking to the Eastern Indus- 
trial Advertisers, Philadelphia sec- 
tion of the National Industrial Ad- 
vertisers Assn., M1 

Setter than 30°) of trade show and 
industrial exhibition work is per- 


Know le Ss said 


formed on overtime because of ex- 
hibits arriving late and because of 
carelessness and a desire to hurry 
home as soon as the show is over 

“These costs can be eliminated by 
shipping your displays to arrive on 
the first day allowed for installa- 
tion,’ he pointed out. “In addition, 
be sure you arrive in plenty of time 
Your living costs for a few extra 
days will be lots less than the over- 
time costs you would have to pay 
if you arrive too late.” 

On the subject of handling labor, 
Mr. Knowles advised, “If you have 
labo: problems, act pleasant and 
stupid to the union steward. Then 
take your problem to show man- 
agement. They are prepared to han- 
dle labor relations and can bargain 
with the business agent. Show man- 
agement has done as much to han- 


dle labor 


corporation, 44 


problems as any larg 
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Fra PRODUCTS FOR YOUR 
SSF 1 AND ART DEPT. 


“STORYBOARD” PAD | 


The pad thot has big 5 x 7 

Jeo panels that enable 
u to make man-sized TV 
visuals Perforated video 
snd 


Gudio segments on gray 


background 
No. 72C—Pad Size 14x17 


(50 Sheets—-4 Segments on Sheet 
q z. 
Tomkins TELEPAD 
Most popular TV visua 
with 2Y:x4 video 
audio panels on gray back 


ground Each panel perfo 
ated 


No. 72A pi x24 
Sheets—!2 panels on Sheet) 
No. 72B—Pocket Size 8x 18 
75 Sheets—4 panels on Sheet) 
FREE SAMPLES 
FOR THE ASKING! 


rite on your 

ead for 200-page cata 
fog of art supplie An 
Encyclopedia Artists! 


ARTisy 
Mate 


Ts 
RAFTING" suRtlALs 
PPLies 


Ct ea 


2 West 46th St., New York 36, 


PERSE 
TTALICHEING | 


CAST SaLADONS 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 
SLs hace e mm come tates tel ee 
PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Since 1937 the greatest name in Trick 
Photography and Process Lettering 


April 1959 





Biuyetd CGpuide ne Index of 


Art & Photography 


Art Supplies 


Balloons 


Banners, Pennants 


Binders, Catalog Covers 


Binding Equipment & 
Materials 


Books 
Calculators, Printed 
Camera Lucida 


Clipping Services 


Control Planning Aids 
120 


Conventions & Exhibitions 


Copyfitting Aids 


85 
58 
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Decals 


Direct Advertising 


Aad 


Display Designers 


Display Materials 


Display Motors 


Displays, Metal 


Displays, Wire 


Duplicating Machines 


Duplicating Services 


Easels, Lecterns 


Envelopes 


Exhibit Builders 


Exhibit Moving 


Fluorescent Inks & 
Materials 


Gravure Services 


25 


Indexes 
Invisible Ink Postcards 


Labels & Tags 


Lettering Devices 


Lettershops 


Loose Leaf Sheets 
Packaging Materials 


Papers, Printing 


101-102 
39-40 


121-122 
64-65 


8,9 
26 
19-20 
33 
29-30 


Inside Front Cover 
F 114-112 
77 
7! 


Inside Back Cover 


Papers, Specialty 


101-102 
39-40 
130 


57, 93 
26 


69 

1 
11t-112 
77 

105 


Photo Lettering & 
Typesetting 


Photo Prints, Quantity 


Photoengraving & 
Platemaking 


130 


76 
& Anderson C 17 


Photographic Equipment 
& Materials 


Plaques 


Postcards, Color 


Premiums & Specialties 


Presentation Materials 


Printing 


Back Cover 


Projectors 


A 


Publicity Distribution 
Service 


Screen Process 


Self-Sticking Specialties 





Adwertisers 


Sign Materials 


Signs & Identification 


Materials 


Signs, Metal 


130 
49 
68 
22 


45 
44 
52 
46 
50 
37 
48 
Back Cover 
42 


Signs, Plastic 


Stock Art 
130 
130 
66 
126 
86 


130 
Art Stud 126 


Stock Mailers & Postcards 
38 
16 


Stock Photos 


Turntables, Display 


Typefounders 


Typewriters, Composing- 
Reproducing 


Typography 


1art 


Visual Aids 


ALPHABETICAL INDEX 


Inside Front Cover 
46 

1it-112 

86 

97 

126 

12 

17 


120 
126 

92 
120 
130 
115 


Window & Store Displays 


April 


1959 


Back 


130 


Cover 
47 





Services 


LETTERING DEVICES 


VARIGRAPH CO. * Madison 1, Wis. 


COLOR POST CARDS 


OITA, 
U POSTCARDS ° 
JUMBO— RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8' « 11 
25c ea. in 1M quantity 
COLOR PRINTS—OVE TRANSFER—TYPE C 
Write for Price list and Samples 


CORONA COLOR STUDIOS 
72 W. 46th St, New York 36, N. Y. 


STOCK ART 


ART MART SERVICE 


P. O. Box 2121 
Dallas |, Texas 


DRAW.... ATTENTION \ 


ae Western ART } 


complete easy- 
to-sell action i 
filled portfolio , 


P.O. Box 4654 Tucson, Arizona 


SEND CHECK OR M.O.— 
NO C.O.D.'s 


Name 
Street 


City State 


ALLOW 10 DAYS FOR DELIVERY 


130 - QD: 
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ADVERTISING SERVICES 


Auto- “Typed Letters mal 


Avot 


write 
KIRBAN Associates, inc. 
96/3 Ogontz St. Phila. 4). Pa. ~ HAncock 4.1352 


ADVERTISING SPECIALTIES 


NOVELTY OF THE MONTH PLAN 


i * EE © me? 

12 big, effective mailings will increase 
your business and build customer pref- 
erence for your firm. 


Action Advertising 2° Yr*xy 


DECALS 


MADE TO YOUR SPECIFICATIONS 
CEP PEI ag 


PER) 3 atatolatad 8422 HOUGH AVE. 


CLEVELAND 3, OHIO 
PHOTOSTATS 


PHOTOSTAT USERS!!! 


Cut your costs 70% 
with Exclusive Magi-Copy Process 
low as 7c a copy . No machine to 
buy we do it all .. . Same day 
service . Free price list and samples. 
MAGI-COPY 
(Dept. Alfred Mossner Co.) 
108 W. Lake St., Chicago 1, FRa 2-8600 


PEE EEE 


ART SUPPLIES 


DALTON 
‘“‘admaster"’ 


00", rag layout and visuelizing pod 


Bienfang Paper Co., Inc. 


metuchen, new jersey 


and Supplies 


ENGRAVINGS 


hoo aE Lee 


A COMPLETE 
PHOTO ENGRAVING SERVICE 


Ue CSL eee eer | 


REPRESENTATIVE WANTED 


POINT OF PURCHASE 

SALES REPRESENTATIVES 

WIRE & METAL DISPLAY 
must be experienced. Large volume es- 
tablished East Coast plant. Several ex- 
clusive territories open. Commission. 
Reply Box 41, c/o Advertising Require- 
ments, 630 Third Ave., New York 17, 
a. ¥. 


PUBLISHER 


Free toWRITERS 


seeking a book publisher 


Two fact-filled, illustrated brochures tell how 
to publish your book, get 40% royalties, na- 
tional advertising, publicity and promotion. 
Free editorial appraisal. Write Dept. AR 


Exposition Press / 386 4th Ave., N.Y. 16 


MANIKINS 


Rer i 
aad nia ‘ +4 t 
drer figure 


ne SPECIAL Seen 


Ga 


MADISONIA = MANIKINS, — INC. 
NEW YORK CHICAGO DALLAS 


152 W. 25 St ii S. Desplaine S 
CHelsea 3-155( rr 5 -e8lE Riverside 7-1937 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 


eeseeeeeeeoeoeeee 
TEL-A-STORY, INC. 
Dept. 4-4 523 Main Street, Davenport, lowa 


CARTOONS 


200 CARTOONS 


aes 


‘Se g.50 
1 on FREE 


BERNHARDT CARTOONS 


733 A St., Hayward, Calif. 





| za | Advertising | Reade’ 
Requirements ]} Swwice 


*Send for these free helpful selling tools 


401/Circle on Readers’ Service Card 409/Circle on Re s' § lescribe the us¢ f istom desi 
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ANY LETTER LOOKS BETTER ON PLOVER BOND.T is for Time. 


Sorry, gentlemen, but some things just can't be hurried. The crafting of really 


fine paper (PLover Bonp, for instance) takes game. No hectic, harried mass-production mania here. 


No claims for mystical-sounding chemical processes that produce paper in a blaze of alchemic glory. 


Prover Bonp is crafted from = carefully selected raw materials ...1in_ the purest papermaking watet 


the world...and blended with that priceless ingredient, time. Making fine letterhead paper is a 


that simply can’t be hurried. And the visibly better appearance of PLover Bonp is admirabk 


Whiting PLOVER Paper Company * Stevens Point , Wisconsin 
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BETTER PAPERS ARE MADE WITH COTTON FIBER taxzmnt 





Your 
Box maker 


supplies 
the 

Shadow 
Box 


ULLMAN 
. i f makes 
, gt 
Ligget & Myers 8” Circle . Pi - ; the 
used in thousands of Ra Transpar 
vending machines. ——a encies 


The most expensive Shadow Box isn’t worth 

its cost, if your advertising message in front of it 

does not present your story perfectly. 

ULLMAN GRAVURE reproduces any kind of picture copy 

on clear plastic, prints on both sides of the plastic in perfect 
register. Result: a dynamic color build-up in front of the 
light. There is no printing screen in the ULLMAN process to 
break up the continuous tone picture. If the light fails, 

the picture is colorfully brilliant. ULLMAN TRANSPARENCIES 
will not fade in front of a light source. They will not wrinkle 
or warp under any atmospheric condition. 


Due to the light-refracting surface BUILT right into each 
ULLMAN GRAVURE TRANSPARENCY. 


LET US SHOW YOU HOW TO 
vs 7 Light Up Your Promotion Program 
ee Write for descriptive literature and 


repilamuneatesieiiaaead aaa samples of Ullman Transparencies. 


to any quantity. 


HY acinth 7-3700 
Established 1888 


A division of The Ullman Company. Inc. 
FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 





